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ABSTRACT
As the world faces an ever more acute clash between the needs for economic
development and environmental conservation, there is a clear drive to find
industries that can provide wealth whilst preserving the lifeblood of the planet.
Whilst the tourism industry has been identified as such an industry, the academic
debate has recently highlighted the need for monitoring the impacts that tourism
can have and various institutions are currently focusing on developing such
indicators. Concurrently, the academic debate has alerted the industry to the
coming of a new consumer, one who considers the effect of his/her presence on
the environment and is willing to exercise his/her increasing financial muscle to
receive their desired product. This dissertation aims to unite these two calls from
the tourism literature and produce indicators that consumers can use in the
purchase of holidays, which will promote more sustainable forms of development,
thereby creating a strong rationale for the commercial tourism industry to
participate in the effort to achieve greater sustainability.
Following the development of a set of indicators from published sources, the
Delphi technique is used to survey experts on these indicators and seek their
opinion on whether consumers could force change within the industry. The
indicators are revised in accordance with the responses from the Delphi survey
and presented to representatives from the tourism industry for consideration. This
group of industry respondents are then interviewed to establish what their current
level of monitoring is and under what circumstances they would introduce
behaviour more commensurate with the principles of sustainable development.
Having adapted the indicators further, consumers are surveyed to establish which
of the developed indicators they would use in the purchase of their holidays.
Consumers are also questioned about their concern for a range of topics relating to
the sustainability of the destination, and their willingness to use further indicators
which measure performance against these topics. The results show strong support
from those surveyed for this consumerist approach to promoting sustainable
tourism.
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CHAPTER ONE: INTRODUCTION
1.1 Introduction
Hardin (1968) describes the problem of providing the world's growing population
with an improving quality of life as belonging to a category of problems with no
technical solution. The impasse rests with the mathematical certainty that it is
impossible to optimise two variables at the same time and so results in a difficult
trade-off. However, for Hardin (1968) the "Tragedy of the Commons" means that
the trade-off is not a difficult decision, the potential gains to be had for the
individual far out-weigh the collective loss, a problem of proximity to the
negative impact. This results in the radical proposal by Hardin that the ability to
plan a family size should not be a United Nations endorsed universal freedom.
What is best for the individual does not aggregate to become best for the wider
society and so stringent control is necessary.
The problem of proximity also surfaces in the work of the Australian philosopher
Peter Singer (1979), who believes in a utilitarian world where individuals spend
available resources where they will do the most good, rather than in places where
we derive direct benefit. Thus, a father with a sick child should spend the money
he would have spent curing his child, on children in Africa instead, where the
same resources will have a disproportionately greater benefit. Such a philosophy
works well in theory, but collapses because of the distance of our relationship to
our own child relative to the children of Africa. This dissertation takes the
problem of reconciling economic growth with environmental (in its widest sense)
preservation as inherent in the sustainable development (SD) debate and explores
how in a tourism context, the problem of proximity can be overcome. If the
problem of proximity cannot be overcome, then the only way in which economic
growth and environmental preservation can be reconciled is via radical solutions.
However, it is the thesis of this dissertation that the tourism industry in particular,
holds an opportunity to promote SD because of the relative closeness of the
consumer to the problem. The individual share of the wastes of behaviour is more
directly felt through tourism than through the scenario Hardin (1968) describes.
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Simultaneously, the cost of making a decision to reduce the pressures on a wider
society is lower for the tourism consumer than Hardin deemed to be the case for
the population problem. While the motives of consumers for acting in a manner
beneficial to the destination they visit may be seen as less than the utilitarianism
Singer (1979) proposes, the result is an industry with the potential to cater for
consumer's desires for an unspoiled destination, yet be able to make a positive
contribution to the sustainability of that host destination.
1.2 The Rise of Tourism
If tourism can make a positive contribution to the sustainable development of a
society, then potentially there is a lot of benefit to be had. In 1950 there were 25
million international tourist arrivals, a figure that increased to 657 million in 1999
and is predicted to reach 1 billion by the year 2010 (WTO 2000). Over the fifty
years from 1950 to the present, tourist arrivals have grown at an average annual
rate of 7%, while the receipts from tourism have grown at an average annual rate
of 12% to reach US$455 billion at current prices (WTO 2000). Yet, in addition to
the numerical growth of tourism, there has been an increasing spread of tourism to
encompass almost all the reaches of the globe as well as a diversification of the
tourism product from the traditional sun, sea and sand offering. This has led the
tourism industry to "bestride the narrow world like a colossus" (Shakespeare
1993) representing the leading source of foreign exchange in at least 38% of
countries, and ranking in the top five industries for exports in 83% of countries.
In total, the tourism industry accounts for about 8% of the world's export earnings
on goods and services, with an estimated value of US$532 billion, making it the
number one source of international trade (WTO 2000).
However, in addition to the oft-cited economic indicators displaying the full
majesty of the tourism industry, there has been a commensurate, and almost
equally well-publicised rise and recognition of the impacts of the burgeoning
tourism industry. The impacts of tourism have been addressed under many
guises, using reference to destinations such as the Caribbean (Darrow 1995),
South Pacific (Fletcher and Snee 1989), Northern Thailand (Dearden 1993), Fiji
(Hall 1994), Kenya and Cameroon (Gilbert, Penda and Friel 1994), Cyprus (Akis,
13
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Peristianis and Warner 1996) and Greece (Haralambopoulos and Pizam 1996); by
type of destination, including islands (Conlin and Baum 1995, Briguglio, Archer,
Jafari and Wall 1996), national parks (Butler and Boyd 2000), the Alps (Barker
1994), the third world (Cater 1993, Mowforth and Munt 1998), Eastern Europe
(Priestly, Edwards and Coccosis 1996) and Western Europe (Williams and Shaw
1988); by type of impact, thus, economic (Bryden 1973, Archer 1985),
environmental (Budowski 1976, Cohen 1978, Romeril 1989, Jenner and Smith
1992), and socio-cultural (Cohen 1972, DeKadt 1973, Doxey 1975, MacCannell
1976, Greenwood 1989, King, Pizam and Milman 1993); and from an academic
disciplinary perspective such as marketing (Middleton and Hawkins 1998),
geography (Shaw and Williams 1994, Hall and Lew 1998), history (Dowling
1989), politics (Hall 1994), or economics (Bull 1991, Dwyer and Forsyth 1993).
1.3 The Rise of Reporting
The increasing recognition of the negative impacts of tourism has ultimately led to
the considered calls for greater reporting of the true impacts, positive and negative
that tourism causes (Jafari 1989, Butler 1990, Muller 1994, Hunter 1995, 1997,
Wall 1997 and Goodall & Stabler (1998). This will enable not only the most
appropriate form of tourism to be identified, but also to understand if any form of
tourism should be promoted as the best developmental option, or if another
industry could make a greater contribution towards SD. This has led to an
increasing awareness in the tourism industry, and industry in general, that
economic measures of performance do not provide sufficient guidance for
managing in the twenty first century. Kaplan and Norton (1992:71) have
developed a "balanced scorecard" as a generic model for businesses, which is
"like the dials in an airplane cockpit, it gives managers complex information at a
glance". More specific for tourism, the World Tourism Organisation (WTO)
(WTO 1993, 1995, Craik 1995, Payne 1993, Harris and Nelson 1993, Hart 1996,
Hughes 1996, Peterson 1997) have devised indicators, which they argue can be
used to identify problem areas for the tourism company or destination, then allow
the tourism management to correct the areas of adverse impact. These indicators
relate to a wide range of issues, reflecting the growing understanding amongst
14
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industry that unless the negative impacts are reduced, then growth as has been
enjoyed to the present day cannot continue into the future.
1.4 The Rise in Consumerism
Coupled with growing recognition by the tourism industry that the "golden goose"
(Manning and Dougherty 1995) can be destroyed by the excesses of business
practice, consumers have developed a burgeoning interest in the impacts caused
by their purchase decisions. Companies such as the Co-op have taken a strong
ethical stance not only in the tourism industry, but also in other spheres of
industry such as banking, and have reaped the rewards from greater return on
capital and, ultimately, profitability (The Guardian 1997). As wider issues are
considered, so there is a need to measure performance against this expanded range
of topics. Kaplan and Norton (1993) believe that the information garnered
through such indicators is not appropriate for external reporting because of the
potentially sensitive nature of the data. However, this thesis believes that
increasingly, the ability to inform and create greater trust with the customer will
be seen as an important corollary of measuring performance and contribution
using a wider range of indicators than has traditionally been the case.
This dissertation will provide evidence that consumers are using an ever-wider
supply of information in the purchase of products and that as potential tourists
they are also prepared to shun destinations because of negative events (chapter
four). Florida provides an apposite example of the effect that crime can have on
bookings to a destination (The Times 1998), although it should come as no
surprise that when the safety of individuals is threatened there is a reduction in the
number of arrivals. However, The Independent (2000) reports how visitors to
Ireland are complaining about the environmental neglect and architectural
aberrations, which are resulting in a reduction of visitors to the country. Concern
over these wider issues shows the proximity of consumer concern and local
problem, thus for tourism the tragedy of the commons may not be as inevitable as
Hardin (1968) portrays. Beyond the tourism industry, the recent beef crisis led to
anti-French tactics by UK consumers, there are moves to force the giant pension
funds to make a statement on their social, environmental and ethical position (The
15
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Independent on Sunday 1999) and an ever-greater list of companies widen the
topics they report on.
1.5 The Rise of Consumer-Driven Indicators?
This dissertation is fuelled by the need to address the problems of SD. Tourism
has been identified as a possible solution to the quandaries of achieving
development, yet the tourism industry itself suffers pernicious effects. Indicators
that measure the contribution tourism is making are a way to determine the
efficacy of tourism, but the incentive for tourism companies to implement this
measuring system is limited. Thus, the aim is to explore whether consumers are
capable of providing the commercial tourism industry with the incentive to
measure and implement an indicators programme. Hilary (1995:96) from the Eco-
Management and Audit Scheme believes, "For the market to work effectively,
transparent credible environmental information is required...making it possible to
compare and reward companies' environmental performance". The Organisation
for Economic Co-operation and Development (OECD) (OECD 1991:244) states
"Consumers should be provided with information on the consequences of their
consumption choices and behaviour, so as to encourage demand for
environmentally sound products and use of products". This dissertation considers
if the industry is willing to make the information available and if the consumers
are willing to face the consequences of their behaviour and further, whether it is
believed that the same information can help to understand tourism's contribution
to SD more clearly. Thus, the dissertation aims to tie two needs for greater
information together; (the need for information of consumers and the need for
information of planners), with the incentive for industry to provide this
information because of the rising power of consumerism.
1.6 Aim of the Thesis
The aim of this research is to develop generic indicators that can be applied to all
tourism resorts in order to evaluate the progress each resort is making towards
more sustainable practices and for this information to be in a format desired by the
consumer. The hypothesis is that in so doing, consumers can promote an increase
16
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in the sustainable development of their chosen destination through their use of the
information provided by the developed set of indicators. The definition for
"tourism resort" is taken from Medlik (1996:215) and is a "holiday (vacation)
hotel providing extensive entertainment and recreation facilities".
1.7 General Research Aims
1. To re-associate sustainable tourism (ST) and sustainable
development (SD)
The most important aim of this dissertation is to re-affirm the link between
tourism and development. The growth of journals, books, and an increasing army
of students who have severed the ties between ST and its parent concept SD, is a
cause for concern. ST without SD is nothing but self-promotion, and while this is
to be expected from the commercial industry, this is not a lofty goal for the
academic community to aspire to. Thus, this dissertation has at its heart the need
to use the commercial realities of the tourism industry to address the wider
developmental issues facing society. ST in this dissertation is therefore taken to
mean tourism that promotes SD, tourism is seen as a tool to solve a global
problem. However, the extent to which tourism can perform this role is
determined by the opinions of those experts surveyed.
2. To promote consumerism as a tool to achieve greater sustainability
If tourism is seen as a tool with which to engage SD, then planning, management,
regulation and taxes are also available in the toolbox of governing authorities.
The power of the consumer to force change is being recognised slowly (Mowforth
and Munt 1998), but it is hoped that further research can highlight the role that
consumerism has to play alongside the more traditional weapons. This
dissertation will show the extent to which commercial companies are responding
to the challenges laid down by consumers, and in so doing, are achieving progress
that years of planning and management have been incapable of producing.
Consumers bring with them the incentive for companies to amend their
performance and to compete on those issues, rather than expending energies on
17
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trying to evade cumbersome legislation. This dissertation aims to raise the profile
of consumerism to address the problems of SD.
3. To promote the Delphi technique
The Delphi technique was developed by the RAND Corporation in the 1960s as
part of the US space programme (Helmer and Resher 1960, 1964) to help predict
technological developments in the future. While its use has since been expanded
to include forecasting for other topics, in the field of tourism its usage has
remained limited in scope. This dissertation feels that for a complex issue, such
as the development of indicators to promote greater sustainability, the Delphi
Technique offers great opportunities to share available opinions and move
forward. At its worst, the Delphi can be seen as simply a leeching of information,
which is then aggregated with the originator of the survey taking credit for the
work of others. However, this thesis aims to use the technique to elicit comment
on work already in progress and then to report back to the respondents, informing
them of the first replies and seeking a second round of consultation. It is apposite
that a problem facing wider society be tackled by a group of researchers, rather
than taking a more individualistic/isolationist approach, which mirrors the path of
the tourism industry in the sustainability debate.
4. To be exploratory
The call for the development of indicators that can measure the contribution of the
tourism industry is a recent one. The UN sponsored Commission for Sustainable
Development (CSD) announced at their meeting in April 1999 that the
development of indicators was necessary and should be encouraged, while the UK
government department with responsibility for tourism began its indicator
programme within the last two years (DCMS 1999). The commencement of this
dissertation pre-dates both of these developments and seeks to apply the indicators
to a specific group of users. Thus, the dissertation is extremely exploratory in its
goals and in the depth of conclusions that can be drawn from the research. If this
research is able to establish that consumers have the ability and willingness to
force positive change in the tourism industry and society beyond, then it will be
18
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necessary to repeat much of the process of this research and explore the depth of
ability and willingness that exists.
1.8 Specific research aims
1. To develop a set of Indicators of Sustainable Tourism (1ST)
2. To receive expert opinion on a developed set of 1ST
3. To receive expert opinion on the value of those 1ST to provide
consumers with greater information and to measure the contribution of
the tourism resort to SD
4. To receive expert opinion on who should be primarily responsible for
taking steps towards ST
5. To revise the 1ST in accordance with the opinion of the expert
respondents
6. To receive opinion from industry respondents on the revised set of 1ST
7. To establish what factors influence the degree of responsibility shown
by industry respondents
8. To establish what future directions of change the industry foresee with
regard to further responsibility
9. To determine when and why the industry would implement 1ST
10. To revise the 1ST in accordance with the opinion of the industry
respondents
11. To determine if consumers use wider product information to influence
their holiday purchase decision
12. To determine whom consumers consider responsible for the provision
of this wider information
13. To explore which indicators from the developed set of 1ST are of
concern to consumers
14. To identify if consumers would be willing to use the information from
the revised indicators in their choice of holidays
15. To revise the 1ST in accordance with the opinion of the consumer
respondents
19
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Collectively the achievement of these objectives will enable the final chapter to
determine whether a set of 1ST has been developed that can be of value to
consumers in the selection of their holiday to resorts that are moving towards a
more sustainable position.
1.9 Parameters of the Research
The research aims to be generic in the applicability of the indicators to tourism
resorts. Thus, the indicators do not focus on a particular type of tourism, at a
particular destination, or in a specific environment. The deceptively simple aim is
to produce indicators that can be used to promote sustainability in the tourism
resort. However, to maintain this simplicity of task, the research excludes
transport from consideration. While transport is a major element of the tourism
industry, it was felt that the complexity of the dissertation would be increased
beyond a manageable level by the inclusion of transport.
1.10 Structure of the dissertation
The following chapter details the debate surrounding SD and plots the
development of the concept from its historical beginning. It is argued that this is
necessary to understand why the sustainability debate encounters the weaknesses
that it does today. The range of interpretations of the concept is explained, and a
concept is proposed in which the various degrees of sustainability are progressed
through, as on a ladder, as the negative impacts of economic growth become more
dire. This chapter identifies the nature of the problem facing the planet.
Chapter three follows the parallel development of the concept of ST and shows
how and where ST and SD have become fused. Despite being promoted as a
solution to the problems of SD, the chapter focuses on the weaknesses of ST and
questions whether it should be promoted at all. The chapter concludes that there
is a need for measurement if tourism is to contribute appropriately to SD.
The final chapter of the literature review section accepts that tourism can be seen
as a solution to the problem of SD and examines the development of 1ST. Criteria
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are suggested that strengthen the indicators and reduce the subjectivity in the
selection of 1ST as far as possible. Having established that 1ST can be sufficiently
constructed, the remainder of the chapter provides evidence of the consumer's
interest in issues beyond their own self-interest and evidence of indicators usage
to influence purchasing decisions. Thus, the nature of the problem is explained
(chapter two) a possible solution is proposed (chapter three) and the mechanics of
the solution and evidence to support the essence of the approach are provided
(chapter four).
Chapter five details how the research is to be conducted. The chapter begins with
a consideration of validity in research and uses Sapsford's (1999) framework to
consider the "measurement validity" (if the method used provides an accurate
measure of what is intended to be measured), "population validity" (an
examination of whether the sample gives a fair representation of the population)
and "design validity" (what arguments and conclusions are justified considering
the method of analysis used) for the three research methods employed.
Chapters six, seven and eight present and discuss the results of each research
phase. Chapter six explains the results received from tourism experts via the
Delphi survey into the value of the developed 1ST and who should be held
primarily responsible for their instigation. The chapter also explores responses
received to questioning on how beneficial such a consumer-led process could be
in measuring the contribution made by tourism resorts to a more sustainable
position. Chapter seven details the responses gathered from face to face
interviews with representatives of the tourism industry. Respondents were asked
for their opinion on the revised list of 1ST, and under what circumstances they
would publish information on a wider range of issues relating to the tourism resort.
Chapter eight ends the results section by presenting the opinions of consumers on
the developed and revised list of 1ST. The self-completion questionnaire mirrored
the questions of the previous two chapters and asked consumers who they thought
should be most responsible for supplying this wider range of information.
Ultimately, the research asks how useful consumers feel the 1ST would be to them
and whether they would use the indicators in their purchasing decision.
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Chapter nine presents the final list of 1ST, concludes the discussion and reviews
the aims of the dissertation. Recommendations for action by the various
stakeholders are made and suggestions for further research set forth.
1.11 Summary
This chapter has set out the initial rationale for the research and provided the
research hypothesis, general research aims and specific aims. The following
chapters will present the background literature, methodology and then results in
the development of indicators for use by tourism consumers in the promotion of
greater sustainability.
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CHAPTER TWO: SUSTAINABLE DEVELOPMENT
2.1 Introduction
The aim of this chapter is to outline the nature of the problem that sustainable
development (SD) conveys. The history of the concept is discussed in order to
provide understanding for why the debate currently falters with the provision of a
widely accepted definition. The all-embracing nature of the concept is shown to
be both its main strength and weakness simultaneously. However, this chapter
suggests that by treating SD as a dynamic, hierarchical process, then the impasse
over meaning can be avoided and the essence of the concept can remain. This
chapter identifies a weakness in relying upon traditional economic measures and
instead calls for the transparent measurement of a wide range of issues, which can
be used to more accurately identify the current position on the SD hierarchy.
2.2 The History of Sustainable Development
The formal concept of sustainable development (SD) is a recent one, the IUCN
(The World Conservation Union) laying claim to the first public sounding to the
phrase "sustainable development" in its World Conservation Strategy of 1980.
Yet, although the semantics have only recently been formulated, the development
of the concept has been many years in the making. As with many subjects, in
order to truly understand the subject it is necessary to be aware of the history that
has culminated in SD, the subject of this review.
Clapp (1997), writing on the history of the environmental movement cites
Malthus in 1798 as being the first author to concentrate on conservation issues.
However, almost since the earliest writings there has been concern raised over
aspects of conservation or resource usage. Plato, writing over 2400 years ago,
commented on the over fanning in Attica (Middleton & Hawkins 1998), while
Machiavelli wrote of his concern that a rising population would have on the
earth's resources and questioned whether there was ultimately a future for the
planet (Viroli 1998). The classical economists Malthus and Ricardo both shared
23
Chapter Two — Sustainable Development
these concerns for the fixity of the earth's resources and were worried by the
effect this would have on long-term economic growth (Perman, Ma & McGilvray
1996). Malthus and Ricardo believed that in the long term the economy would be
forced to rest at a stationary and subsistence level (Clapp 1997). Population
increases, which were the source of the concern, would be headed off by this
subsistence economy, and any rise in living standards, which resulted in a further
rise in population, would choke off further rises in living standards and hence the
population would again stabilise.
2.2.1 The Neo-Classical View
By the beginning of the twentieth century, the dominant classical economists view,
which believed in the fixity of resources, was replaced by a neo-classical view,
which asserted that resources were not limited and consequently growth could be
sustained indefinitely. Alfred Marshall is seen as the father of neo-classical
economics, and Tisdell (1993) argues that this approach with its focus on market
mechanisms, remains the predominant view amongst western economists today.
The basic tenet is that the market is the most efficient form of resource allocation
and that this will lead to the optimal conservation of non-renewable resources and
satisfaction of human wants. Further, the approach will function best with
minimum government intervention and the full acceptance of a "laissez-faire"
philosophy.
Bartelmus (1994) refers to neo-classicists as the "empty—world economists"
because of the way that the environment and human wants are valued. Daly and
Cobb (1990:31) concur and quote John Vaizey's (1962) assertion that "I must
confess to an instinctive conviction that what cannot be measured may not exist",
to affirm the neo-classicist position. This scientific approach to the evaluation of
all things lies at the heart of the criticism of the neo-classical view and led Daly
and Cobb (1990) to lament that economists have chosen the scientific route to
judge the optimilisation of human needs, rather than a humanistic approach.
However, the scientific route is the one that economists felt offered the greater
credibility for their subject, although Whitehead refers to this scientific credibility
as the "fallacy of misplaced concreteness" (quoted in Daly and Cobb 1990).
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The neo-classicist position remained unchallenged until the middle of the 1960s
and the beginnings of the debate over the role of the environment and the
economy emerged (Richardson 1997). The British Ecological Society was
formed in 1913, but the focus of the group was the way in which the environment,
through natural forces, could impact on human development rather than any
reciprocal consideration. Clapp (1997) records that there was no entry for the
term "pollution" in the journal of the society until after 1932. The interruption of
the Second World War and then the subsequent rebuilding exercise meant a
fluctuation between extreme positions of destruction and development, neither of
which lent themselves readily to considering the integrated role of the
environment and the economy.
In 1962 Rachel Carson published her influential "The Silent Spring", which
caused concern in the US about pollution. However, the response of the neo-
classical economists was that the market had always been able to respond to
changes and resource problems in the past and that there was no reason to doubt
that this would not be the case again in the future. Yet, the propinquitous oil price
shocks of the 1970's proved Carson's point and revealed that market mechanisms
alone could not be relied upon to ensure continuance of supply, and alerted the
world more acutely to the problem of a fixed supply of resources and the potential
limits to growth. The early 1970s saw environmentalists concentrate on the
"doomsday scenarios" (Bartelmus 1994) and castigate economists for their lack of
caring over pollution and endangered species. Environmental disasters such as
the Torrey Canyon made this criticism more pertinent. The period was very much
typified by conflict between the neo-classical economists and the
environmentalists who remained entrenched in their diametrically opposed
positions.
2.2.2 The Integration of Environmental and Economic Views
1973 saw the United Nations form its Environmental Programme (UNEP), which
developed the aim of integrating the environmentalists' concerns with the
economists' drive for growth. Poverty was identified as the chief cause of
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environmental degradation and pollution, while global economic growth was
projected as the solution for poverty and thus the goals of the economists and the
environmentalists came to be integrated. UNEP contended that by meeting the
base requirements of people, these people would then no longer need to over-
exploit their natural resources in order to survive. This "basic needs" approach
replaced the "trickle down" approach extolled by John F. Kennedy in which "all
ships rise with the tide". Yet the integration of the economic and environmental
interests takes the goal of the basic needs approach (eliminating poverty) but uses
the trickle down approach (promoting economic growth) to achieve this goal.
Lele (1991) points to the irony of the trickle-down approach previously having
been rejected for not being able to achieve the goal of poverty elimination.
The World Conservation Union (IUCN) (IUCN 1980) world conservation strategy
encapsulated this desire to unite the concepts of economics and environmentalism
by stating, "development and conservation are equally necessary for our survival
and for the discharge of our responsibilities as trustees of natural resources for the
generations to come" (IUCN 1980:1). This statement uses the language of the
conservationists, talking of "responsibilities", "trustees of natural resources" and
"generations to come", yet the approach is one that relies on economic growth
from an almost neo-classical perspective. This allying of unlikely bedfellows will
be seen later as simultaneously the main weakness and strength of the concept.
Unfortunately, these early attempts at integration proved largely fruitless and the
economy continued to be treated separately from the environment. Naess (1997)
discusses the "green backlash" that occurred in the mid 1980s when Thatcher and
Reagan economics tried to provide the business community with unfettered
opportunities for growth. The role of the economy during this time was largely
seen as being to generate as much growth as possible, while it was the
responsibility of specialised departments and bodies to contend with the
"externalities" that this growth caused. Bartelmus (1994:7) concludes, "Despite
the calls for the integration of environmental and developmental objectives, the
fact remains that in general such integration did not take place". The neo-classical
economists were able to preserve their beliefs in the market mechanisms to solve
any resource problems that arose. Clapp (1997:250) observed, "Most leading
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British and American economists appear to be willing to back man's ingenuity
against the niggardliness of nature". (See "The Role of Technology" below).
By 1987 the increase in environmental concern had produced the seminal
Brundtland Commission report entitled "Our Common Future" under the auspices
of the World Commission for Economic Development (WCED). The WCED had
been set up in 1983 by the UN to counter the feelings of "frustration and
inadequacy" (WCED 1987: ix) that existed in addressing global problems.
Previously the UN had established the Brandt Commission to look at the divide
between the Northern and Southern countries, and the Palme Commission to study
security and disarmament. However, the Brundtland Commission was able to
reaffirm the need for an integration of economic and environmental issues and
suggest a way forward in which these issues could be considered jointly. The
commission states,
"Failures to manage the environment and to sustain development threatens
to overwhelm all countries. Environment and development are not
separate challenges, they are linked. Development cannot subsist upon a
deteriorating environmental resource base; the environment cannot be
protected when growth leaves out of account the costs of environmental
destruction. These problems cannot be treated separately by fragmented
institutions and policies. They are linked in a complex system of cause
and effect" (WCED 1987:37).
The WCED's consideration of the effect of environmental degradation on the
potential for economic growth mirrors the exigent response of neo-classicists,
forced to acknowledge the finite nature of the earth's resources. This view is
summarized by the WCED (1987:5) thus, "We have in the past been concerned
about the impacts of economic growth upon the environment. We are now forced
to concern ourselves with the impacts of ecological stress...upon our economic
prospects".
The recognition of the need for environmental consideration in economic growth
gave rise to the clear distinction between "development" and "growth". Pearce,
Markandya and Barbier (1989) describe economic growth as being a situation in
which the Gross National Product (GNP) increases. Economic development, by
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contrast is a much broader concept, defined by an increase in satisfaction of the
individuals in the society, which might encompass an increase in skills,
knowledge, capabilities, choice, an increase in self-esteem, self-respect, and a
sense of independence. A state that has a combination of these factors can be said
to be developing, yet it also needs to have an increasing GNP. A state with an
increasing GNP but which is gaining at the expense of the environment, skills,
and self-esteem can be described as growing but not developing.
Broadening the concept of growth to include qualitative issues introduces
problematic areas into a previously 'scientific' approach. Those who feel able to
endorse this wider "whole economy" (Harris 1993) concept are referred to as
"new economists" by Costanza (1989) and "full world" economists by Bartelmus
(1994). McNulty (1993:158) contends that it is "liveability" that is the new
paradigm which "measures overall economic achievement and injects
sustainability into the use of economic resources". Whatever the phrase used to
describe this new broader approach, it does mark a paradigm shift from the trade-
off approach, which had previously dominated, where a win for the economy was
a loss for the environment and vice versa. Tisdell (1993:200) observes,
"Economic systems are not ends in themselves, but means to ultimate ends.
Primarily we need to decide on the type of society that we want and then consider
economic systems that will help us to bring about that type of society".
Pearce et al (1989) assert that economists increasingly have been convinced by
arguments of the need for environmental quality, which leads to an increase in
economic growth through, amongst other things, improving the health of the
workforce. This has resulted in an acceptance of the view that GNP is not a full
reflection of living standards and that new sets of measures to determine this
standard of living are needed. It is here, however, that another of SD's main
strengths and weaknesses lie. The concept is broad to include developmental
goals rather than just growth, and yet the list as to what should be included is
subjective. Almost by definition, what constitutes a quality of life to one person
may not be seen as desirable by another, and thus the problem of measuring
whether an aggregate of lives is improving at a detailed level is an impossible task.
Thus, not only are the items to include in striking a balance contentious, but also
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the point at which the balance should be struck is a matter of considerable
subjectivity.
By 1990 the UK government had introduced a white paper that attempted to
integrate the environment into all decisions made. 'This was to be accomplished
by designating a "green minister" (Pearce 1993) in each department who should
be responsible for considering the effects of decisions on the environment. The
weakness of the paper was the lack of transparency to reveal the efficacy of the
green minister. This makes determining the results of the policy difficult, yet the
evidence as presented by Pearce (1993) would appear to suggest that the economy
has ruled the environment and the status quo remains.
In 1991, the IUCN published an update of their original world conservation
strategy; in 1992 the Maastricht Treaty gave an increased prominence to the
environment in policy decisions and the treaty led to the Fifth European
Community (EC) Environmental Action Programme. 1992 culminated in the Rio
Earth Summit, which further confirmed the need for the integration of
environmental and economic goals. As well as co-operation across subject
discipline borders, the conference highlighted the need for co-operation across
national borders. The summit believed that the establishment of supra-national
institutions could oversee the monitoring of the extent to which countries adhere
to the standards and best practices that had been agreed to. However, the very text
of the Rio agreement reveals the problem in trying to achieve global co-operation
for the resolution of a problem. The second principle of the agreement is that the
sovereign state is pre-eminent and that state has the right to exploit its own
resources in accordance with the policies of the state. No agreement would have
been possible between states had it not been for the inclusion of such a principle.
The Rio summit shows that the recent introduction of the concept of "integration"
is still far from being universally accepted at a global level. In addition, what the
requirement for global co-operation asks is that beyond giving their own
environments parity with their economies, sovereign states give the environments
of neighbouring countries parity with their home economy. It is little wonder that
the goals of the Rio summit have been difficult to implement.
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Baker et al (1997) argue that this mixing of economic and environmental goals
could not have been achieved had it not been part of a wider social movement for
change and integration that existed during the late 1980s and early 1990s. This
acknowledges the dynamism of SD as a concept, the definition of which will
continue to evolve as our understanding of what constitutes quality of life changes.
Therefore, definitions of what presently are understood by the concept can do no
more than provide a snapshot of a particular point in time and invariably from a
particular perspective. The more sensible definitions are those that provide for the
potential for development on a number of criteria, which may be of greater, or
lesser importance to those concerned. The United Nations Development
Programme ('UNDP) (UNDP 1992:2) defines human development as "the process
of enlarging the range of people's choices — increasing their opportunities for
education, health care, income and employment, and covering the full range of
human choices from a sound physical environment to economic and political
freedoms".
The dynamism of SD is also understood by Costanza (1991) but in addition, he
acknowledges the more slowly changing environment. Thus, while social change
will affect what we understand to be "development", the environment will change
also and determine the extent to which we can develop. By referring to the
potential for development across a range of issues, the debate has been able to
proceed without remaining stuck on subjective opinions as to what constitutes
development. While a loose definition may seem intellectually inadequate, the
accepted invitation to such opposite partners to unite behind one concept left little
alternative way forward. Pearce (1993:183) argues that even with a loose
definition, SD is still only an objective "on a par with liberty, justice, freedom of
expression and rights to know — never completely attainable, but always worth
fighting for". Yet, equally it can be argued that just as with the concepts of liberty,
freedom and rights to know, it is possible to always be able to claim their
existence to some extent. Thus various interested groups can simultaneously
herald the extent of SD which has been achieved and bemoan the lack of SD, and
in so doing, encapsulate both the chief appeal and weakness of the concept.
30
Chapter Two — Sustainable Development
2.3 Critique of SD
The previous section has explained the origins of the concept of SD. As has been
hinted at, the uniting of ecological and economical views has not been achieved
without problems. This section looks at what these main issues are, while the
following section addresses the manifestations of these issues on what is
understood by the concept. The final section questions whether the concept is not
so confused as to require an entirely new approach, or if in fact the catholic nature
of the concept might not be its key to success.
2.3.1 Anthropocentric versus Ecocentric perspective
Conceptual protagonists within SD can broadly be broken down into two camps;
those who feel SD should adopt an anthropocentric position, and those who feel
the concept should be ecocentric in nature. Neo-classical economists would insist
upon an anthropocentric stance in which all development was for the benefit of
mankind, an increase in human utility. The humanist philosophy is summed up in
Seneca's' (1998) early slogan, "to mankind, mankind is holy", which serves to
place man at the centre of all things and reduce the role of anything else to the
periphery. Further, Clapp (1997) argues that even after Copernicus discovered the
earth was not the centre of the universe, man continued to believe that man was
the dominant creature. Man still clung to the belief that the earth was for the
purpose of meeting human needs and wants when Darwin established the true
origins of the species. Far from shaking man's belief in his own superiority,
Darwin's findings enhanced the humanists view with the knowledge that man had
evolved beyond any other creature to occupy its present status. In addition to the
humanist school of philosophy, materialists such as Bacon, Newton and Descartes
all felt that the explanations of life should be reduced to the material. Galileo
(1998), the Italian seventeenth century scientist is accredited with the exaltation to
"Measure what can be measured, and make measurable what cannot be measured".
If phenomena remained immeasurable or could not be proven scientifically then
Seneca lived from 4BC to 65AD
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they could not exist. This approach necessarily exaggerated the role of mankind
and further relegated the non-speaking and non-thinking creatures.
Conversely, environmentalists place the environment on at least an equal footing
with man and assert that man is just one creature who must share the planet with
all other sentient and non-sentient things. John Seymour (1989:1, quoted in Baker
et al 1997) states, "We are a part of nature. That is the primary condition of our
existence. And only when we recognise this will we awake from the evil dream
that has led us down the path of self-destruction for the last two or three hundred
years. That is the dream that we, mankind, can 'conquer nature'. For only when
we abandon this dream will we realise again that you cannot conquer something
of which you are a part". Daly and Cobb (1989:18) express similar sentiments,
"the industrial economy is only part of the 'Great Economy' — the economy that
sustains the total web of life and everything that depends on the land".
Tautologically, the true integration of ecology into economics should place man
and the environment on an equal level, however, the continuing domination of the
anthropocentric view demonstrates that integration has not occurred to the extent
that integration demands.
2.3.2 The Role of Technology
Within the debate as to whether man is part of, or in charge of the wider
environment, comes the question of what the appropriate role of technology is on
a more sustainable path. If technology can solve the problems that high levels of
economic growth cause, then there is no need to reduce the pace of growth.
However, if technology fails to keep pace with the externalities that the market
causes then untold problems lie in wait for this and future generations. Daly
(1973:19) observes,
"... we can be fairly certain that no new technology will abolish scarcity
because the laws of thermodynamics apply to all possible technologies.
No one can be absolutely certain that we will not some day discover
perpetual motion and how to create and destroy matter and energy. But
the reasonable assumption is that this is an unlikely prospect and that
while technology will continue to pull rabbits out of hats, it will not pull
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an elephant out of a hat — much less an infinite series of ever-larger
elephants!"
Conversely, and more prosaically, Simon (1981: Quoted in Tisdell 1993) believes
that the increase in human population logically creates a greater body of people to
create an increased chance of developing scientific solutions. This approach,
which relies on the new technology solving the problems that an increased
population would bring, is very similar in logic to that of the Brundtland
Commission, which relies on an increase in economic development to produce the
technological advances that will solve the problems of economic development.
Albrecht (1994:99) describes this situation wonderfully as "...they were sawing
off the branches on which they were sitting and eventually they dropped off and
those who watched them shook their heads and kept on sawing". The parallel
with Simon and Brundtland is clear, except the sanguine suggestion is not only
should we continue to saw, but also we should saw more quickly lest the branches
collapse under the strain first.
Rather than concentrate on the technical ability of science to keep pace, the
philosophical debate is more pertinent in determining the approach that should be
taken to achieve a more sustainable position. Anthropocentrists have traditionally
taken the view that technology can render the resources of the world infinite,
Turner et al (1994) term those of such opinion "technocentists". With such a
technocentric view, the concept of sustainability is redundant as growth can
continue without fear of reaching the end of available resources, such is the power
of science to find replacements. The opposite view is that of the ecocentrists who
consider resources to be finite, and thus growth can only be permitted to reach a
level where resources can be replenished naturally and continuance guaranteed.
"Our Common Future" (WCED 1987) accepted at a philosophical level that the
earth had finite resources and therefore limitations. However, the proposal for
ever more rapid growth to be encouraged in order to reduce poverty and therefore
prevent environmental degradation did not accept that such an approach would
reach environmental limits because of the efficacy of technology.
This approach by the Brundtland commission raises the question of whether such
confidence in technology is warranted. Unfortunately, this is not a question that
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this thesis can answer. However, in any strategy the ramifications of failure must
be considered and here the work of Pearce et al (1989) is insightful. The authors
take the two suppositions that our faith in technology can be justified or not
justified, that is, technology can solve the problems of growth, or it can fail. This
leads the policy maker to two possible positions — that of the optimist (the
technocentrist) or the pessimist (the ecocentrist). The table below shows the
possible outcomes by following each approach.
POLICY TO PURSUE/
OUTCOME
OPTIMIST IS RIGHT PESSIMIST IS RIGHT
Optimistic approach High growth Disaster
Pessimistic approach Moderate growth Tolerable growth
Table 2:1 Outcomes of pursuing a technocentric annroach. Source: Pearce et al
(1989)
The table shows that confirmed faith in technology can either result in high
growth, or moderate growth depending on whether the policy maker trusts in the
power of technology to clean up the problems that a high growth strategy would
produce. However, for a scenario where technology fails to address the problems
of growth, then if the policy maker believes in technology as a panacea, the result
is disaster. By contrast, a pessimistic approach when technology fails produces
tolerable growth (although this is uncertain) but the disaster of high impact is
avoided. Pearce et al (1989) conclude, most people are risk adverse in nature and
so the pessimistic approach, trading high for tolerable or moderate growth, is the
path to follow. However, what this representation excludes is the problem of
trans-regional pollution, i.e. the proximity to the problem, which requires an inter-
regionally co-operative approach. Hardin's (1969) Tragedy of the Commons and
the earlier example of the Rio summit amply highlight the difficulty of producing
such a solution when the possible outcome is gain for one and cost/impact for
another. The model of Pearce et al (1989) tacitly considers several key issues,
which are discussed more explicitly below.
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2.3.3 Substitutability of Resources
The total capital stock of a region, nation or the planet is the amount of resources
that is available at any one moment in time. This total comprises a capital stock
of three main types - natural, man-made and knowledge. However, the debate
over "substitutability" concerns the composition of the total capital stock
bequeathed to future generations, and usually, whether extra man-made capital
can be substituted for less natural capital. Brundtland's (WCED 1987:43) famous
definition of SD that seeks to "meet the needs of the present generation without
compromising the ability of future generations to meet their own needs" does not
address the issue of substituting types of capital stock, just that the potential of the
final outcome should not be threatened.
To a large extent, the role of technology is determined by the position taken over
the degree to which "substitutability" of the various elements of total capital is
possible, or believed to be possible. If it is felt that all resources can be
substituted equally for each other, then the role of technology is promoted to one
where synthetic replacements for all non-renewable resources are sought and
finite resources are used safe in the knowledge that equal replacement exists.
Conversely, if it is believed that some resources have an "existence value"
(Bartelmus 1994:65) and cannot be substituted, then growth must be contained to
a level where the resource can be preserved and bequeathed to the future. Thus,
the debate breaks down again between those who feel particular resources
(invariably natural) do have a value beyond that conventionally attached to them,
and others who argue that all resources should be compared equally and it is the
total capital stock, rather than elements within, which is of importance (Daly and
Cobb 1989). The putative subtext to this whole debate is the inevitability of a
trade-off between natural and man-made resources, rather than a "co-evolution"
(Perrings 1996), signifying the integration of economics and the environment to
mutual advantage is not a reality.
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Solow (1986) argues that because we do not know what preferences future
generations will have, then we can do no more than to provide them with the same
opportunities that the current generation inherited. While this seems logical,
Solow believes in the total substitutability of resources so that only the total
capital stock is of importance and not its composition. This view is reflected in
Hartwick's Rule (Pezzey 1989), which states that all economic rents from
depleting non-renewable resources should be invested in man-made capital and
this be perfectly substitutable for resource inputs in the production function.
Through this process, constant consumption is ensured which provides
intergenerational equity. However, this contradicts the belief that we should not
make decisions for future generations, because by trading natural for man-made
resources, the current generation is making choices for the future based on our
own demands. Turner et al (1994) refers to this generation choosing what the
next should inherit as "selfish altruism", and leaving the next generation with the
maximum possible scope for choice as "disinterested altruism". Further, such a
selfishly altruistic position contradicts the precautionary principle that Pearce et al
(1989) identified above. If the ability of technology to solve environmental
problems is not known, then it is counter-logical to bequeath a capital stock that is
loaded with man-made resources, shorn of natural resources and believe that this
provides future generations with the same potential as the current generation
enjoy. However, Dasgupta & Heal (1979) argue that knowledge capital can be a
valid substitute for resources, but this could only be the case where the knowledge
was perfect and the future stable. In the absence of this, a precautionary,
pessimistic and anticipatory approach would necessitate future generations inherit
an amount at least equal in all the separate elements of the total capital stock to
that inherited by the current generation.
Yet such a situation is too simplistic. In addition to our lack of certainty as to
what the future holds, there is the problem of our lack of knowledge surrounding
the effects of decisions made now. Ecology is an imperfect science and the true
effects often cannot be calculated with the economic instruments that are so
favoured at present, or within the short time frames that economic decisions are
often made within. Costanza (1989) observes that "...like the blind man and the
elephant, the subject is too big and complex to touch it all with one limited set of
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perception tools". Technology that gave rise to products such as DDT and more
latterly CFCs have all had relatively immediate manifestations, although the main
effects have not been economic. The damage to the ozone layer would appear to
be an example where long-term practices have created a problem that is not
reversible in the short term and where the final scientific evidence is still elusive
to convince opponents.
In addition to the uncertainty that surrounds decisions is the irreversibility of
actions taken and policies made. Species rendered extinct as a result of policy
decisions remain extinct. The intrinsic values that such species had are lost
forever, and any extrinsic value that could have existed through answers to
scientific questions is also lost. Frankel (1976, quoted in O'Riordan 1988) argues
that because humans are so incapable of determining what safe environmental
limits are, we must build "institutional protection" in to our economic systems to
prevent against arrogance and over-enthusiasm. Perrings (1996:249) concurs that
the uncertainty over threshold levels means "a strategy for SD within a finite
system is essentially a strategy for containing and insuring against these risks".
However, even if it is possible to identify the environmental limitations with a
degree of accuracy, then using information and acting within those limitations is
far from a sequitur.
Finally, although the environment remains a source of uncertainty with potentially
irreversible results and unknown thresholds, it does contain resilience to the
policies of man. Perrings (1996:249) describes the resilience of an ecosystem as
"its ability to maintain its self-organisation without undergoing the 'catastrophic'
and irreversible change involved in crossing such thresholds". "Resilience" is
distinct from environmental "stability", which is the ability to maintain a constant
condition regardless of whether that condition continues to be productive. Some
ecosystems will be more resilient than others in the face of stresses and shocks.
Pearce et al (1989) make the comparison with farmland, where the resource is
often run low to the point that nutrients are lost from the soil and so the resilience
of the resource is depleted and hence productivity ultimately declines. However,
if synthetic replacements can counter the natural loss of resilience then the
productivity of the resource can be maintained and sustainability ensured even
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if there is a net gain against (LDC) and there will only be a net gain for the HDCs
if the LDCs can produce the goods cheaper than the developed countries. This in
turn is only likely to be the case if the LDCs do not adopt the same environmental
and social standards in production as the HDCs require. If the same standards are
required of the LDCs, then their competitive advantage is removed and the
requirements can be seen as a barrier to trade. Thus, environmental and social
standards can be seen as barriers to trade, which need to be removed in order to
improve environmental and social standards.
The second concern is that while free trade is beneficial on the whole, it is more
beneficial to some than others. Lele (1991) expresses her concerns that economic
growth may not always be socially cohesive or beneficial, and that the growth
may come at the cost of diversity and indigenous industry. The worry is that free
international trade for LDCs can result in a return to cash crops reminiscent of
colonial times (Britton 1983). Unfortunately, as long as trade is typified by win-
lose scenarios, then the illogical nature of the above discussion will be rampant.
"Structural adjustment" has been the "stick" to accompany the "carrot" of
international aid from the largest organisations for several decades. Its aim has
been to secure changes to the institutions and approaches of the recipient nations
in order to enable future free trade and thus protect the benefits of the aid package.
However, the evidence is mixed as to whether the programme has achieved its
objectives or not. Pearce et al (1993) believe that up to the mid 1980's there was
little doubt that the approach had failed the environment. The benefits from the
aid, plus the mixed blessing of subsidies, free markets and the removal of trade
bathers, were at least partly undone by the environmental degradation caused in
the accumulation of the benefits. The damage was such that the improvements
made could not be sustained, the net effect being wasted aid and no reduction in
poverty but a degraded environment as a reminder of the efforts.
While it would be unfair to claim that structural adjustment has always failed to
reduce poverty, the evidence presented by various authors does suggest that the
aid agencies have been guilty of largely ignoring the effects that environmental
degradation can have on economic performance in the long term. The president
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of the World Bank, Jim Wolfensohn, (1998) defends his record and claims that
$18 billion is spent annually by the bank on poverty eradication. Yet this seems
to reinforce rather than dispel the theory that the bank is tackling the causes of
poverty in the wrong way because, as Wolfensohn admits, "We are losing the
battle".
How does this affect the type of SD that is demanded? The underlying
assumption is that the environment is not considered equally with economic
growth, and that this is particularly the case when it is the environment of one
country against another's national growth. If a personal sacrifice has to be made
for there to be a reduction in poverty for a distant person, then the choice made is
invariably a selfish one. For there to be any other resolution of the problem of
intra-generational inequity then there needs to be structural change in the way that
the economy functions and the level and patterns of products demanded, which is
both a political and an ethical decision.
2.3.5 Politics and Ethics in SD
O'Riordan (1988:29) states, "Once the notions that underlie sustainability are
politicised, the concept is effectively devalued". Pearce et al (1993) believe that
the concept of SD is politicised because there must be winners and losers,
although this is contrary to the aims of integrating the environment and economics
and reducing poverty. For O'Riordan (1988:32) the concept has thus become one
of spreading the ownership of resources away from "the monopoly power of the
major resource-owning monoliths, and extending access to the benefits of natural
resources to as many people as possible". Taking from the resource rich and
giving to the resource poor requires unpopular political decisions which
politicians (the modern day Sheriffs of Nottingham in this Robin Hood analogy),
conscious of the next election are always loath to make. The "do-nothing" option
has the added appeal that the winners are likely to be this current generation
(eligible to vote) while the losers will be the following generation (not yet eligible
to vote). This explanation can also be used to shed light on the bias in favour of
an anthropocentric and not ecocentric bias. A slightly less cynical view, might be
that one reason for the strong support for the technocentrist position is the ability
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of politicians to avoid unpopular and tough short term decisions and instead place
faith in a third party's (scientists, and future scientists) abilities to find long term
solutions (WCED 1987).
The above view of politics does lead to the question of whether democracy is
suited for achieving the goals of SD? Could a non-elected government introduce
better policies and make reforms to achieve sustainability without concern for re-
election? Yet, political freedom is widely seen as a key tenet of SD and while the
idea of politicians making decisions on the grounds of their general merit rather
than political expediency does have appeal, trying to change political as well as
economic institutions does seems to be creating mountains over which it is then
necessary to climb. However, not all political parties are wedded to the idea of
preserving the status quo. In the UK, the Green Party was formed in 1973 as the
Ecological Party and sought to place the environment on the political agenda. To
date its greatest success has been the 14% of the vote it secured in the 1990
European Elections and more recently, the three seats and 11% of the vote gained
in the London Mayoral elections. Although the voting system in the UK militates
against the minority parties from turning this percentage support into elected
representatives, arguably the role that the Green Party has most successfully
achieved is forcing the major political parties to incorporate more environmentally
friendly policies into their manifestos when they appeared to be vote-winners. In
this way, there has been some success in representing the needs of the
environment through the existing political institutions.
The Brundtland Commission (WCED 1987) recognised that the search for
common interest (between humans, between humans and the environment, and
between generations) would be easier if all developmental problems had solutions
that left everyone better off. The report understands that this cannot be the case,
that there must be those who benefit from development and those who lose. If the
poorest of the world are targeted as those who must win more than they lose, then
axiomatically it is those in the more developed world who relatively must pay the
price. However, this is not the message that the richer nations of the world want
to hear or are even prepared to listen to. Instead, "porous" national boundaries
and the "blurring" of distinctions between local, regional and national economies
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are stressed. This led the WCED (WCED 1987:39) to propose an increase in
international co-operation as a solution to achieving a more sustainable present
and future. However, the political reality is conceded on the following page of
the declaration when the commission accepts that each individual country will
need to introduce its own policies to tackle SD (WCED 1987:40).
At the individual state level, Pearce et al (1993) identify three reasons why the
UK government in particular has largely failed in making significant steps
towards a more sustainable position. The first reason is the influence of lobbying
and interest groups on the development of policy. It is an axiom that the current
winners of the resource merry-go-round have the resources to protect their
winning status and that the current losers do not have the resources to try and
wrest control of further resources. This produces a bias and strong inertia towards
maintaining the status quo. The WCED (1987:85) discusses the moral
responsibility that Multi National Enterprises (IvINEs) have towards balancing the
equation with the LDCs, and then concedes that it has been very difficult to
persuade MNEs to accept this responsibility. This lack of co-operation extends
across all institutions with a vested interest. The WCED (1987:313) finally
accepts that "...just at the time when nations need increased international co-
operation, the will to co-operate has sharply declined".
The second reason for the UK government's inability to make progress on SD
reflects sectoral self-interest within government, and also across all aspects of
industry, both private and public and also academia. The departmental jealousies
mean that rather than a sharing and co-operation between portfolios, the result is a
conflict reflecting the distribution of political power. The WCED (1987) was
again drawn to comment on the lack of sectoral co-operation and recommend a
change in attitude and procedures of public and private sector enterprises.
The third reason cited by Pearce et al (1993) is the UK government's failure to
produce a cohesive policy tackling the issue of SD, and instead the result has been
the sum of various parts. This failure gives weight to O'Riordan's (1988:39)
belief that "Opposition to such reforms is ideological and structural.
Sustainability is not regarded seriously by those who really count, namely those at
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the top of political structures and those who control the flows of national and
international capital". Pearce et al (1993:14) add to this that the limited amount
the government had done by the time of writing was "...because of the fear that
embracing SD means upsetting the established order. There is an underlying
political reality in that fear". Naess (1997:68) also contends "present efforts are
symbolic rather than realistic". However, since the 1997 election, the new
government has introduced several policies addressing SD. The aim for "joined-
up government" addresses the second of the criticisms above, although its
requirements of industry do not challenge the status quo and are not particularly
onerous. The government sees the policy as a framework, which it hopes all will
abide by in recognising the seriousness of the governments intent. Whether this
proves to be the case will remain to be seen.
What then does the impasse over making the required changes to the status quo
mean for the development of the concept of SD? Bartelmus (1994:76) contends
that by refusing to tackle the need for wholesale change in the political and
institutional structure then SD cannot happen, and states, "An overloaded boat
will sink even if its load is optimally distributed". This of course is true, however,
optimally distributing the load of the boat is the logical precursory step before
conceding that the boat is overloaded. Another logical step to take would be to try
and reduce the total amount being carried before accepting that an entirely new
form of transport was required. Even here, O'Connor (1998:39) believes that
there will need to be a "change in social values" before it is admitted that a change
in resource usage is required. O'Connor (1998:40,41) continues, "in ethical terms,
a commitment to sustainability can mean a positive disposition towards others,
elsewhere and in the future.. .we must introduce explicitly the idea of human
actions and policy choices as involving decisions about...which interests and
forms of life will be sustained, and which ones left behind, relinquished,
abandoned or destroyed." This led Turner (1991) to question if it was possible to
continue along the existing path with the current institutions and approaches, or if
a new environmental/economic ethic is required.
The following section presents four possible answers to Turner's question above.
The alternative answers are largely presented in the literature as four distinct and
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separate alternatives, yet it will be argued that rather than treat them as competing
approaches, they should be regarded as part of the same iterative approach.
2.4 Approaches to SD
The four approaches to SD clearly discerned from the available literature are
usually expressed as positions on a continuum. The position furthest to the right
can be seen to represent the status quo, while every step to the left assumes a more
extreme and radical approach. By contrast, Baker et al (1997) use the analogy of
a ladder, with the four approaches representing separate steps of the same process.
In reality, there are not discrete steps but a continuous flow of positions that
overlap, thus to continue the analogy, the approaches towards SD represent an
escalator through ever more onerous requirements, experienced as and when the
situation dictates. For the purpose of clarity, the approaches are dealt with
individually, but the reader should be aware that they represent parts of a whole
rather than rival elements.
The different approaches to SD are a function of where the concept has come
from. It was mentioned earlier in the chapter that a major strength of the concept
has been the ability to unite the most unlikely of bedfellows behind one concept.
O'Riordan (1988:29) comments, "Sustainability appears to be accepted as the
mediating term designed to bridge the gulf between 'developers' and
'environmentalists'. Yet, as this next section will show, understanding of the
concept that each group supports varies greatly, to the point that it can be
questioned whether the approaches represent different views of the same concept
or just different concepts. Pezzey (1989) has famously referred to the definitions
of SD as being marked by "fuzziness", but again this can be seen as both an
advantage for its ability to include separate viewpoints, and a weakness by
clouding the concept. Similarly Richardson (1997) describes SD as a "political
fudge" being so vague that it appeals to all groups who wish to claim increased
credibility for having adopted such an altruistic concept. Simultaneously,
anthropocentrists can claim that they do care for the environment, while the
ecocentrists can argue that they are showing an understanding of the need for
economic development. Indeed Lele (1991) goes so far as to argue that the
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pervasiveness of the concept is due to the extent to which it cuts across political
and intellectual boundaries to the point where it is almost impossible to disagree
with. Lele (1991:612) rewords Repetto, so that "...anyone driven by either long
term interest, or concern for poverty, or concern for intergenerational equity
should be willing to support the operational objectives of SD."
2.4.1 Treadmill approach
Baker et al (1997) describe the first approach to SD as the treadmill approach,
while Pearce et al (1993) describe this view as one taken by "cornucopists". The
view is typified by the belief that the symbolic cup will always be overflowing
and thus ensures sustainability and growth simultaneously. Politically this
approach ensures the status quo and because of the constant increase in growth
and consumption the establishment is extremely content. In addition to this
politically sustainable manner, the sustained economic growth keeps the public
(of HDCs) happy, furnished as they are with increased wealth and prosperity. For
this approach to be realised and for resources not to be rapidly exhausted, the
treadmill view believes in perfect substitutability of resources and a faith in
technology to solve the resource waste problems that continuous growth brings.
With this approach, the environment is seen in terms of its utility to the economic
system rather than as having any intrinsic value. Baker et al (1997:12) proffer the
view that "...the treadmill approach is geared to the production imperative with
little or no concern for environmental consequences". This view has been the
dominant one of industry until the mid 1980s and arguably today many companies
still function under this philosophy. Tibbs (1993) states that companies will
rather spend time and money trying to diminish public sensitivity to the negative
effects of their short termism than to adjust their behaviour and outlook to one
with a more distant gaze. However, this position is one adopted not out of malice
against the environment, but through clear economic reasoning. Any business
will adopt a course of action until it is cheaper or more beneficial to adopt an
alternative policy. Thus if it is cheaper individually to abuse the environment and
pay any fines which are incurred than to adopt a policy of pollution control, then
the environment will be abused (altruism aside). The WCED (1987:60)
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acknowledges that this is potentially and at least partly a role for public policy
"...to ensure through incentives and disincentives, that commercial organisations
find it worthwhile to take fuller account of environmental factors in the
technologies they develop".
Here comparison with the cigarette industry can prove insightful because of the
large and well-known tax levied on cigarettes in most countries, ostensibly
intended to reduce consumption. It can be contended that while the tax has made
it more costly to smoke, the tax has done little to reduce the numbers of people
smoking, evidenced by the growth in teenage females smoking, who, as a poorer
section of society, one would expect to be the first to stop smoking if a tax was
being effective. Yet, industry is more rational than teenage girls, and the negative
behaviour (polluting) will be stopped when the marginal cost of doing so becomes
greater than alternative courses of action (disposing of the waste properly). While
this is indeed rational, the level at which this point is reached will be dependent
upon the elasticity of demand and supply for the product. Thus, Barrett (1991)
predicts a carbon tax would have to increase taxes far beyond existing levels to
see any tangible fall off of usage, and so similarly, any green taxes to reduce
negative behaviour would by definition have to be introduced at a prohibitive
level. Although it is disappointing that the consumer is urged to "go green" and
pay more to do so, while we cannot expect business to "manage green" unless it is
economically beneficial, it is also reassuring that this truism will hold and the
economic arguments so often used to defend poor environmental performance i.e.
it not being cost effective, can now be used to protect the environment (Miller
1997).
This philosophy is confirmed by Walley & Whitehead (1994: quoted in
Schnaiberg 1997) "For all environmental issues, shareholder value, rather than
compliance, emissions, or costs, is the central unifying metric. That approach is
environmentally sound, but it is also hard headed, informed by business
experience, and as a result, is much more likely to be truly sustainable over the
long run". Yet, while the economics of the position cannot be criticised, the
contentious issue remains the faith placed in technology to make all resources
substitutable and renewable. If this technology cannot be guaranteed, and
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following the precautionary principle it would need to be guaranteed, then a
stricter approach to sustainability must be followed.
2.4.2 Weak Sustainability
If the treadmill approach can be seen as the continuation of business as usual, then
Lahaye & Llerena (1996) describe the next step up the ladder as a "pre-
paradigmatic shift". The weak sustainability approach still relies on the power of
technology to address the problems of growth, and still believes that the bequest
to future generations should be in the form of an aggregate improvement of total
capital, or what Duborg & Pearce (1996:21) describe as "non-declining per capita
welfare", yet there is a shift in emphasis from exploitationist to conservationist.
Turner (1991) accepts Rawlsian philosophy (Rawls 1971) that the great and
increasing wealth of developed countries can be morally defended if further
growth also improves the prospects of LDCs and does not impair the natural
resources of these countries and thus harm their long term potential. The
anthropocentric view is maintained and yet there is recognition of the role that the
environment must play in long-term development. This "accomodationist"
(Pearce 1993) view requires the maintenance of minimum natural capital
thresholds, which must not be breached, and therefore imposes a limitation on the
extent of growth. These threshold limits should be equal to those inherited from
the previous generation and sufficient to enable the natural resources to function
in their intended role.
Baker et al (1997) contend that this "modified economic paradigm" (Turner
1991:222) is the vision of SD accepted by the major world institutions such as the
World Bank, WCED and the United Nations (UN). The principal advantage of
this approach would seem to be that it can function within the existing economic
structures and "...rather than stimulating radical reforms, SD here becomes a
cachet of ever-expanding improvement" (Baker et al 1997:14). Albrecht
(1994:97) believes SD under this approach "has been welcomed as the means by
which the existing mode of economic production and its associated values can
continue with only minor modifications". Turner (1991:222) adds that the
"constant natural assets" rule added to the economic paradigm means that
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economic efficiency is blended with intergenerational equity and the
environments of the LDCs are protected not only for those who depend on their
resources, but also for the sentient non-human and non-sentient things which live
there without any extrinsic value.
However, if technology cannot be developed which replicates the role of the
natural resources then economic growth must be halted. Lahaye & Llerena (1996)
believe that if sufficient technology is to develop then there needs to be a radical
change in the way technology is promoted. They refer to this change in new
technology as shifting to a new "technological trajectory" to indicate a new
approach to thinking rather than a continuation of the old approach. Lahaye &
Llerena (1996) argue that the majority of technological development today
focuses on "end of pipe" research in which the effects of using renewable and
non-renewable resources are mitigated. However, by adopting a constant natural
assets approach there then needs to be a greater emphasis placed on generating
new renewable resources, otherwise further growth cannot be fuelled. As with all
innovation, the risks and costs associated with developing new technology are
high, while in addition the risks of changing to new technology are high for the
new adopters. Therefore, Lahaye & Llerena argue that government support in
research and development, transfer of best practice, consumer labelling and
increased product information is required to ease the transitions and encourage
and reward such innovative thinking.
Lahaye & Llerena (1996:206) continue, "The economy's ability to create a SD
path depends on its ability to generate technical change and at the same time to
adapt its organisational forms, the institutions and the patterns of demand to
support this change". This change in organisational forms suggested by the
authors focuses initially on an increased acceptance by cross disciplines of the
need to integrate environmental issues into all decisions. This reflects the earlier
calls of the WCED to integrate the environment and economic approaches into all
decisions.
The second approach by Lahaye and Llerena (1996) in which organisational
forms can be adjusted to propagate a new technological trajectory, is through a
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change in the structure of the institution to enable information from a local level
to reach an actionable level within the corporate ranks. Such issues are beyond
the consideration of this research, and yet they are steps that organisations have
within their power to take without the need for an entire change in the dominant
economic paradigm.
The third of the recommendations that Lahaye & Llerena (1996) make is central
to one of the objectives of this research. This is the ability to create a change in
the patterns of demand and in so doing create a demand for cleaner technology
that enables growth to continue while reducing the impact that growth has on
resources. Sunkel (1987; quoted in Lele 1991:610) said, "if a sustainable style of
development is to be pursued, then both the level and particularly the structure of
demand must be fundamentally changed". While this may be true, to change the
level of total demand and simultaneously increase the wealth of the poorest people
on the planet will require a major overhaul of the current economic system. Yet, a
change in the structure of demand can be accommodated within the existing
structures and so is the lower step to take first. The idea behind the ladder of the
SD concept then, is that if a weak sustainability approach fails, more drastic
measures are necessary and the step to strong sustainability is required, it is there
that a change in the level of total demand rests.
The sentiments of the weak sustainability approach can be summed up by Lahaye
& Llerena (196:225), "it is clear.. .that SD will not be achieved without the
commitment of society as a whole, and without changes in the relation between
men and nature". Yet, even if this relationship is improved, it is still possible that
the demands of the world are simply too much for the world to absorb, and so a
further step up the ladder is required.
2.4.3 Strong Sustainability
Turner (1991:219) describes the third approach to be, "in simplistic terms, the
primacy of the objective almost becomes maximum nature conservation",
although importantly the approach does accept the need for economic growth.
However, the limits to economic growth are determined by the natural resources,
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which must be preserved, rather than being determined by economic necessity.
Thus, the strong sustainability approach requires a shift from the anthropocentric
view to an ecocentric view, what Pearce et al (1993) describe as a "communalist"
position. Such an approach will require an overhaul of the existing systems and
institutions, as the emphasis has shifted to one where the total level of demand
may have to be reduced rather than the previous position where the patterns of
demand were adjusted.
The key to strong sustainability is the requirement that each and every component
of total capital is at least maintained, and thus the total capital wealth to bequeath
to future generations is at least equal to that inherited. The main reason for the
adoption of this approach is reflected in O'Connor's (1998) concern with the lack
of understanding into the workings of the environment, and thus, where our
knowledge is incomplete, erring on the side of caution is the preferred alternative.
Daly (1973) more colourfully illustrates this point with his "spaceship earth"
analogy, where the spaceship represents the finite nature of the earth's resources.
Daly proffers the laws of thermodynamics, which prohibit the destruction, or
creation of energy as reason for the non-substitutability of resources. However,
despite his belief in the terminal nature of the world, Daly supports the need for
improved technology and reduced growth to a level that conserves resources to a
"steady state economy", preferring for the spaceship to die of old age than to
perish to the cancer of "growthmania".
Postel (1990; quoted in Bartelmus 1994:75) endorses the strong sustainability
approach, opining that the "tide of environmental destruction" requires "a major
overhaul of the rules, measures and goals of our economic systems". If the tide
rose so high as to necessitate this major overhaul, then the changes would need to
be accompanied by regulations and legislation to protect the environmental
precondition of economic development. At a weaker level of strong sustainability,
codes of conduct may be sufficient to regulate "human behaviour towards nature"
(Turner 1991:210), yet for the stricter and stronger form of this approach, a
regulatory framework would be required. Potentially this approach also has
greater opportunity for improved local intervention in the legislative process. As
government will play an increased role in determining what is to be preserved,
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and at what cost, then the local community has the opportunity to influence what
should be protected (Baker et al 1997). However, Pearce et al (1993:12) warn,
"The 'high moral ground' stance combined with an irrational preference for
regulations rather than market based approaches simply builds up the opposition,
it does not defeat it". Yet, what Pearce et al (1993) ignore is that having passed
through two successive iterations of SD and still not solved the problem of
balancing finite resources with an acceptable level of growth, the imperative to
find a solution will be heightened. This scenario should be so severe as to reduce
the level of opposition to the more stringent impositions, although it is accepted
that it may be a naive assumption that this can be accomplished under normal
circumstances.
2.4.4 The "Ideal Model" of SD
"Humanity should be on guard against.. .the error of identifying the public good .
with wealth, abstracted from the suffering of the human beings who create it"
Sismondi (1827; quoted in Daly and Cobb 1990).
This final approach tries to re-identify the public good as the preservation of
nature over the creation of economic wealth. Baker et al (1997:16) refer to this
approach as requiring "radical change in the attitude of humankind towards
nature", although the change in attitude would need to be accompanied by an
equally radical change in economic institutions and the currently dominant
paradigm. Pearce et al (1993) refer to this view as the "Deep Ecology" view,
typified by an ecocentric acceptance of the intrinsic right of the environment to
exist, as contrasted with the instrumental value to mankind, that an
anthropocentric philosophy self-servingly cedes to the environment.
By valuing the environment more highly than economic growth, this ideal model
attempts to redress the balance of years of undervaluing the environment in favour
of the economy. Turner (1994:106) says of this position, "Requiring that no
project or policy should contribute to environmental deterioration would be
absurd", the model also rejects calls by the WCED (1987) for a marriage between
economy and ecology. By abandoning the principle of the cost benefit analysis
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and accepting the argument that the environment has an intrinsic value and that
this value is higher than the instrumental value of what the environment can
provide for human benefit, then all attempts at economic growth are blocked.
Bartelmus (1994:77) observes, under this approach the ideal of "sustainability
thus overrides efficiency", yet more than this, the instrumental benefits of justice,
liberty, poverty and survival would be sacrificed for the intrinsic benefits to the
environment from non-development. The concern is that the desire to protect the
environment does so at the cost of the human and social dimensions, which is a
message that the weak and strong approaches to sustainability struggle to
highlight and which Pearce et al (1993:185) say "...has still to be grasped by the
politicians, and, indeed, most citizens".
The ideal model may have an emotional appeal in restoring quality to
development rather than quantity, intellectually and practically the approach
seems flawed. Taken as a rival approach to the other alternatives approaches to
SD, then the 'ideal model' can be seen as damaging the concept of SD as a whole.
However, sitting atop the ladder of approaches to SD, this 'ideal model' will only
be considered once all the other approaches have been exhausted and the situation
calls for a radical approach under which the 'ideal model' may represent the last
docking station for spaceship earth.
2.5 Is a New Concept Needed?
O'Riordan (1988:29) argued a decade ago, "It may only be a matter of time before
the metaphor of sustainability becomes so absurd as to be meaningless". The
diverse approaches discussed above give currency to the argument that this time
has arrived. Wall (1997) questions the value of the concept given the gap
between the rhetoric and the reality, yet to question this gap assumes that there is
only one shape to the rhetoric and only one of the approaches discussed above is
being presented. This is unlikely to be the case, and so almost whatever actions
are being taken in the name of SD, one group of theorists will have matched the
rhetoric and reality.
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If the concept of SD can mean almost anything to anyone, and different actions
and philosophies are concurrently being enacted under the same conceptual
heading, then is it time to adopt a new approach altogether, to dismiss the concept
of SD and to develop a new concept? Richardson (1997:48) argues this to be the
case, "For the concept of SD to have any utility — except as a political slogan — it
needs to be radically redefined. Given its inherent contradictions, there is a good
case for abandoning it altogether". However, for members of the establishment,
the current confusion achieves the dual goals of preserving the status quo while
simultaneously showing themselves to be making an attempt at improving the
situation. For the ecocentrists, the conundrum becomes whether to retain a term
that has been tainted and hijacked by the anthropocentrists, or to try and develop a
new term that more accurately reflects their original aims and objectives. The
obvious dilemma is that to some extent SD has brought many Non-Governmental
Organisations (NG05) and ecocentrist organisations "in from the cold" and the
periphery of the debate, to a position where they are able, if not to control, then at
least to influence policy and even actions and have their voices heard in the
corridors of power. On almost all elements of the sustainability debate, it is the
treadmill, or the weak sustainability position that is dominant, and so the question
of abandoning the concept is only raised by those with more extreme and
marginalised views.
The ladder of sustainability concept argues that the stronger series of approaches
to addressing the problem of SD will only be progressed through when the current
weaker approach has proved inadequate to solve the current problems. Thus, all
the approaches to SD identified can be accepted as part of the same concept rather
than as concepts competing for acceptance. The WCED (1987:75) lists
immediate strategies for sustainability, yet concedes, that in the longer term
"major changes are also required to make consumption and production patterns
sustainable in a context of higher global growth". Arguably, the short term
strategies identified will make the long run task even harder, yet reducing trade
barriers, promoting growth, and facilitating expansion all appear to be easier steps
for the current institutions to take before more difficult options are considered.
The existing institutions hope that by taking the current steps, the more difficult
future choices can be avoided, arguing they cannot be considered until the easier
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options have been shown to be insufficient first. The WCED (1987:309) was
correct when it observed, "...there is no substitute for the journey itself, and there
is no alternative to the process by which we retain a capacity to respond to the
experience it provides".
Lele (1991:618) is critical of this approach identified by the WCED, describing it
as an attempt to "have one's cake and eat it too", yet she continues, "If, by using
the politically correct jargon of economic growth and development and by
packaging SD in the manner mentioned above, it were possible to achieve even
fifty percent success in implementing this bundle of 'conceptually imprecise'
policies, the net reduction achieved in environmental degradation and poverty
would be unprecedented". This suggests that there are improvements to be made
within the existing approach before a change in the approach, institutions and
paradigm is necessary. Pearce et al (1993:186) believe "arguably the UK is not
even fully at stage one", yet concede, given the challenge facing us, a weak
sustainable position with minimum thresholds is the approach that should be
currently occupied. How to determine where we are currently and what approach
is needed relies on accurate measurement and presentation of the information to
decision makers.
2.6 A Need for Measurement
Bartelmus (1994:12) believes what the concept of SD needs is a measure, or a
series of indicators "that provide a comprehensive picture of the sustainability or
non-sustainability of current human activities". O'Connor (1998) concurs with
this view, understanding this would then provide a simple definition of
development, which, if the measure was shown to be increasingly positive over an
extended period of time, could be said to be sustainable. Yet Bartelmus (1994:27)
believes, "there are near insurmountable problems in obtaining agreement — both
nationally and internationally — on what are the key questions and key indicators
to answer them". However, Bartelmus (1994:27) continues to resolve his own
problem and suggests, "Any actual selection of indicators is thus bound to be
subjective in nature. The subjective character of proposed sets of indicators
should therefore be made more explicit". Even once the indicators have been
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selected, Pearce et al (1993:33) proffer "some physical indicators may rise and
some may fall, necessitating a fair degree of overall subjective judgement in the
absence of any consensus on the appropriate ranking of indicators". Thus, there is
subjectivity in the selection of indicators and in the weighting of indicators, yet it
is felt that by making the choice and weighting of the indicators open, the process
is strengthened as far as is possible.
In addition to the selection and ranking of wider, more reflective indicators being
fraught with problems and subjectivity, it can be argued that one reason for the
failure to shed the unrepresentative Gross Domestic Product (GDP) and GNP is
their seeming objectivity. Yet, without a process of measuring the effect that a
system of governance and behaviour is having on the quality of lives, then there
can be no way to determine what the corrective level of action should be and
when it is required. Pearce et al (1993:200) recommend "If individuals are to
make informed choices about the future, they must be fully aware about the
impact of their activities on the environment... Openness and accountability are
vital if the process of greening is to be purposeful and meaningful, rather than a
cloak to mask practices that fail to conform with all but the weakest forms of SD".
The role of the consumer will be tackled in greater detail throughout the rest of
this thesis, yet within the development literature a body of opinion suggests that if
the consumer or decision maker could be provided with a greater flow of
information then "better" decisions could be made. The IUCN (1991:11) avers,
"To adopt the ethic for living sustainably, people must re-examine their values
and alter their behaviour. Society must promote values that support the new ethic
and discourage those that are incompatible with a sustainable way of life.
Information must be disseminated through formal and informal educational
systems so that the policies and actions needed for the survival and well-being of
the world's societies can be explained and understood". In addition, Perman et al
(1996:67) suggest "Proponents of the view that self-interest will stimulate
environmentally friendly behaviour sometimes argue that the potential of this is
limited only by the amount of relevant information that consumers and producers
possess. Environmental problems reflect ignorance, if that ignorance were to be
overcome by improving the quality of information flows much progress could be
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made towards sustainable economic behaviour". Pearce et al (1989:22) also
remind the reader "If there is to be a trade-off, society must chose on the basis of a
full understanding of the choice in question". The Economic Community (EC)
(EC 1998:14) supports this assertion, and considers the effect of more informed
consumers in the market place, "In reality, the environment can only be protected
by actions that are often simple but highly effective when repeated by thousands if
not millions of consumers". Such a view is typical of the large institutions, which
tend to only consider the approaches that can operate within existing structures,
rather than requiring a total overhaul.
Yet Perman et al (1996) go on to argue that although this argument is intuitively
appealing there is a critical lack of evidence available to support the claims.
Lahaye & Llerena (1996:216) identify the split between the public action and
private concern, "...if it is true that citizens agree more and more with the
necessity of acting in order to preserve environmental quality, as consumers they
are not always willing to change their habits of consumption and to buy green
products". These are two of the aims that this research has to achieve, while
accepting the dichotomy between intentions and behaviour. Is there support for
the belief that consumers can make an improvement in achieving a more
sustainable society? Are consumers ready to take action that will result in a more
sustainable society?
An indirect result that an increased awareness of consumers will have is greater
pressure applied to politicians. O'Connor (1998:290) reflects, "Priorities for
policy action depend partly on estimates of the economic and social costs of
responses, and partly on judgements made on the basis of interests and power
structures, and of scientific information and on ethical grounds about the urgency
of responses". Assuming a weak sustainability position requires that the valuation
techniques for economic and social costs remain broadly the same as at present
(financial), and that power structures remain intact, then the only active variable is
a change in ethical reasoning. This reflects the claim made by Baker et al (1997)
that SD is a dynamic concept and shifting due to changes in societal values.
Redclift (1997:264) makes the link between public policy and the need for "public
endorsement and voluntary compliance" of that policy, and thus shifting societal
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values can play a part in the decisions made by politicians to achieve a more
sustainable society within the existing institutional and economic frameworks.
2.7 Summary
This chapter has outlined the development of the concept of SD, from an initial
awareness of the rising human population and the finite nature of the earth's
resources, through to the current divergent approaches to SD. The review has
shown how the inclusivity of the concept is also one of its main weaknesses by
not being able to present a cohesive definition and understanding of what SD is
and should be. However, by treating SD as a process which must be travelled
through, the more extreme theorists can have their views represented, as can those
who wish to retain the status quo, and the concept of SD can be retained, rather
than having to search for a new and more concretely defmed concept. What the
ladder approach to SD does rely on is clear measurement of the present situation
to identify when more extreme responses are warranted. The review has pointed
to the calls by many authors for the traditional measures of prosperity, GNP and
GDP, to be augmented by other measures that reflect wider and more catholic
concerns. The key problem that has been identified, which will be tackled
through the remainder of this dissertation, is that the selection of indicators is a
subjective process and one which needs to be made as explicit as possible in order
for decision makers, including consumers, to properly value the information
presented.
The next chapter looks at the way SD relates to the tourism industry and how the
concept of sustainable tourism (ST) has developed. The chapter aims to consider
if tourism can make a contribution to a more sustainable society, and how.
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CHAPTER THREE: SUSTAINABLE TOURISM
3.1 Introduction
The previous chapter identified the problems faced in trying to achieve economic
growth whilst not sacrificing quality of life for present and future generations.
Chapter two also focused on the dichotomy of interpretation that exists with
regard to the concept of SD and it is this debate, but as it relates to tourism, that is
continued throughout chapter three. Chapter three will also focus on the role that
the tourism industry now occupies in developing a solution to these global
problems. Mirroring the structure of chapter two, chapter three will also plot the
historical development of the concept of ST and then provide a critique of the
published literature. The review will show that in being identified as an industry
with the potential to make a positive contribution towards a more sustainable
society, confusion and criticism exist over what it is that the tourism industry aims
to sustain.
An important aim of the research is to determine not only where responsibility for
instigating moves towards greater SD is seen to lie primarily, but also where the
most likely source of advancement would come from. Thus, after having
examined the concept of Sustainable Tourism (ST), this chapter will explore the
responsibilities of local and national government, residents, commercial industry
and consumers to work towards a more sustainable position. However, the degree
to which a stakeholder is responsible is subjugated to the degree to which a
stakeholder is in a position to encourage or promote more sustainable forms of
tourism. The chapter concludes that if tourism is to be seen as an industry that has
a positive contribution to make to SD, there will be a greater need for information
about the exact value of tourism than is currently the case whichever group is in a
position for its advancement. Thus, there is a need for the measurement of
tourism's contribution to SD, which will also assist in the definitional problems
associated with ST and therefore help the current debate to progress.
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3.2 The History of ST
3.2.1 Advocacy
During the 1950's and 1960s, the tourism industry was largely seen as being an
economic panacea and one largely bereft of impact. Zierer (1952: Quoted in
Cohen 1978) states confidently, "a notable characteristic of the tourism industry is
that it does not, or should not, lead to the destruction of natural resources".
Stankovic (1979: 25) is similarly effusive, "It is a characteristic of tourism that it
can, more than many other activities, use and valorise such parts and elements of
nature as are of almost no value for other economic branches and activities". The
tourism industry was seen as a source of wealth for the developing "south" and a
tool for the redistribution of income from the wealthier "north", within this period
the potential for negative impact was unquestioned. As the industry expanded,
then so disquiet surfaced, but it can be argued that this period of co-existence
(Budowski 1976, Dowling 1992) or "advocacy" (Jafari 1989) has continued
through to the present day. Romeril (1989) states that the tourism industry today
enjoys a reputation for being a "smokeless" industry and is therefore promoted
over other industries in land use conflicts. Wahab & Pigram (1997) concur that
tourism was previously promoted because it was seen as a "soft option", although
the authors feel that this is no longer the case because of the expanded number of
variables impacting on and impacted by tourism. Romeril (1989:207) concedes
that although there is increasingly recognition of the impacts of tourism today,
these impacts are often misunderstood, or dismissed as "the prejudiced view of a
minority". For other authors, the impacts are recognised, but are of lesser
importance than the fabled economic returns; Archer (1996:14) asks, "Have we
the moral right to ask governments in such countries to forgo their optimum
source of foreign currency?"
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3.2.2 Cautionary
Amongst tourism academics, the unquestioning acceptance of tourism as a
panacea was replaced in the 1970s and early 1980s by the era of the great critique.
The cautionary stance taken by the writings of the day was typified by Plog
(1974:4) who famously observed, "Destinations carry with them the potential
seeds of their own destruction, as they allow themselves to become more
commercialised and lose their qualities which originally attracted tourists".
Amongst the many epoch-marking works, Budowski (1976) and Cohen (1978)
focused on the environmental impacts of tourism, Cohen (1972), DeKadt (1973),
Doxey (1975) and MacCannell (1976) the socio-cultural impacts, and Bryden
(1973) questioned the economic value of tourism. These views were encapsulated
in the seminal book by Mathieson and Wall (1982) and the model of the Tourism
Area Life Cycle (TALC) by Butler (1980).
Figure 3.1: The Tourism Area Lifecycle Model. After Butler (1980)
Accepting the idea that tourism resorts can suffer from negative impacts, the
TALC model describes the evolutionary process through which it is possible for
resort areas to proceed. The model is shown in figure 3.1 and the various stages
are described in table 3.1. The benefit of such a model is that it focuses attention
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on the long-term position of a resort and is therefore recognition of the need for
long term planning and the adoption of key sustainable principles long before the
Rio Earth Summit. Yet, the model is not meant to be predictive, although Butler
(1997:119) argues, "in reality, few destinations do not follow such a pattern of
development". The TALC approach fits comfortably with the ladder approach to
SD discussed in chapter two (Baker et al 1997), whereby a clear procession was
identified from low levels of impact, which only necessitated minimal change to
the status quo, through to impact that threatened the survival of the planet and
necessitated fundamental shifts in the economic order. Thus, if tourism
development is left uncontrolled, as the negative impact caused heightens, so the
stringency of any recovery/improvement plan toughens. Further, although the
ladder concept is potentially multi-directional, in reality there is little chance of
moving back to an earlier position. Within each step on the ladder, Moldan
(1997) (see chapter four) recognises the need to adopt policies that are appropriate
to the problem faced, but also which can be implemented and are acceptable to the
public.
I INVOLVEMENT I DEVELOPMENT I CONSOLIDATION I DECLINE
Characteristics
Visitor
numbers
Low Fast growth Slow growth Negative growth
Private
sector profit
Negligible Peak levels Levelling Declining
Cash flow Negative Moderate High Declining
Visitors Innovative/ allo-
centric
Mass market
(innovators)
Mass market
(followers)
Psycho-centric
Competitors Few Growing Many rivals Fewer rivals
iResponses
Strategic
focus
Expand market Market penetration Defend share Reposition
Marketing
expenditures
Growing High (declining %) Falling Consolidate
Marketing
emphasis
Build
awareness/educate
Build
preference/inform
Brand loyalty Protect loyalty/seek
new markets
Distribution Independent Travel trade Travel trade Travel trade
Price High Lower Low Lowest
Product Basic/
Unstandardised
Improved/standardised Differentiated Changing
Promotion None Personal
selling/advertising/PR
Personal
selling/advertising/
PR/
Sales/promotion
Personal
selling/advertising/PR/
Sales promotion
Table 3.1 Implications of the Tourist Area Life Cycle. Source: After Cooper
(1997:87)
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3.2.4 Knowledge-based
By the end of the 1980s, Jafari (1989) believed the tourism debate entered a
period typified by a need for knowledge about the different forms of tourism and
their potential impacts. This position was achieved by recognising that any type
of tourism could potentially be sustainable, as believed by the early advocates of
tourism, or not sustainable, as questioned by the cautionary writers of the 1970s.
Butler (1990:41) comments with alacrity, "to promote one form of tourism as a
solution to the multiple problems which can be caused by extensive and long term
development is somewhat akin to selling nineteenth century wonder medicines".
Similarly, Weaver & Lawton's (1999) model (shown in figure 3.2) based on these
four stages of the ST literature as identified by Jafari (1989), demonstrates that
other forms of tourism beyond the alternative small-scale ventures can be
sustainable, although the model again shows the uni-directional nature of
'development'. What is essential is further investigation to determine the true
impacts of each venture; Wall (1997:45) usefully asks, "How might one recognise
a sustainable option in advance of the achievement of the associated sustainable
state?" While this question remains pertinent even after measurement, the
measurement of the impacts/benefits of a tourism resort will more easily help to
identify which are heading in the wrong direction entirely. However, by the early
1990s the sustainability argument was beginning to become confused (Godfrey
1998, Garrod & Fyall 1998). Although tourism's sustainability argument
developed in parallel (Bramwell & Lane 1993) with the SD debate, the two
sustainability debates collided, one derived from the self-advancing wing of the
tourism literature and concerned with the advancement of the tourism industry,
whilst the other approach, more closely linked with the developmental literature,
concerned with wider society.
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Figure 3.2: Four Stages in the Development of ST. Source After Weaver &
Lawton (1999)
3.3 Critique of Sustainable Tourism
As discussed in chapter two, SD is a concept with alternative interpretations, but
in terms of popularising the concept, the Earth Summit in Rio de Janeiro in June
1992 represented a key epoch. At the conference, one hundred and eighty-two
governinents agreed to a comprehensive programme of action. The resulting
document (Agenda 21) was the first to achieve such widespread agreement and
reflected the global consensus and political commitment at the very highest and
broadest of levels (VVTO/WTTC 1997). However, ten years previous to the Rio
summit, the Manila Declaration (WTO 1982: Appendix 1.1) stated, "rational
management of tourism may contribute to a large extent to protecting and
developing the physical environment and the cultural heritage, as well as to
improving the quality of man's life". However, despite this early recognition of
tourism's potential role, the Rio blueprint for the twenty first century barely
mentioned the tourism industry. Instead it was left to the European Union (EU)
5th Environmental Action Plan (1992) and latterly to the trade bodies of the
tourism industry to interpret the implications of the Rio summit (WTTC/WTO
1997).
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Yet, while the Manila Declaration (WTO 1982) acknowledged tourism's role
within a broader context, the declaration continued, "the satisfaction of tourism
requirements must not be prejudiced to the social and economic interests of the
population in tourists areas, to the environment, or above all, to natural resources,
which are the fundamental attractions of tourism" (WTO 1982: Appendix 1.2).
Thus, the more insular concerns of the industry are raised. Within these two
statements from the declaration lie the inherent problem of tourism and the
concept of sustainability, one encapsulated by the later WTO/WTTC (1997:34)
statement, "Tourism has a moral responsibility to take the lead in making the
transition to SD. It also has a vested interest in doing so". The tourism industry
has the potential to contribute to the SD of a society, it also needs to be aware of
the negative impacts of it's own product in order to sustain the industry.
If the tourism industry has a moral responsibility and a fmancial imperative
heading two possible paths forward, then the dichotomy of interpretation is an
obvious source of criticism for the concept of ST. The following section will
address this problem but also the problems of control, sectoral scale, geographic
scale, time scale and finally political scope.
3.3.1 Dichotomy of Interpretation
The previous section has shown that, as with the debate over SD, the confusion
inherent in the concept of ST lies in the origins of the concept. Garrod & Fyall
(1998) express a desire to move on from the argument over what is meant by
sustainable tourism. They argue "defining SD in the context of tourism has
become something of a cottage industry in the academic literature" (Garrod &
Fyall 1998:199). This chapter does not wish to add to this output and aims merely
to provide the most commonly accepted definitions and then address the areas of
concern. Butler (1993:29) defines ST as "tourism which is in a form which can
maintain its viability in an area for an indefinite period of time" (emphasis added).
The essential element to this definition is that tourism is concerned to maintain
"its" viability over an indefinite period of time. This is clearly the definition of
ST that has been developed by those in the tourism industry, and not the definition
65
Chapter Three — Sustainable Tourism
that has crossed from the developmental literature. Although it is equally clear
that a tourism industry that is not sustained is not in a position to contribute to SD.
Alternatively, Butler (1993:29) describes tourism in a SD context as "tourism
which is developed and maintained in an area in such a manner and at such a scale
that it remains viable over an indefmite period and does not degrade or alter the
environment (human and physical) in which it exists to such a degree that it
prohibits the successful development and well-being of other activities and
processes" (emphasis added). The WTO (1995:30) places a stamp of authority on
a similar definition, which references Sustainable Tourism Development (STD) as
tourism that "meets the needs of present tourists and host regions while protecting
and enhancing opportunities for the future. It is envisaged as leading to the
management of all resources in such a way that economic, social and aesthetic
needs can be fulfilled while maintaining cultural integrity, essential ecological
processes, biological diversity and life support systems" (emphasis added).
Godfrey (1998:214) also correctly identifies the link between self-sustaining
tourism and tourism in a SD context, "ST is thus not an end in itself, nor a unique
or isolated procedure, but rather an inter-dependent function of a wider and
permanent socio-economic development process". This interpretation of ST as
tourism that contributes towards SD, where tourism, despite its smokeless image,
is not always an appropriate developmental option, is the meaning taken for ST
throughout the rest of the dissertation.
3.2.2. Control
This "whole economy" perspective (Harris & Nelson 1993) requires the kind of
holistic planning that Bramwell & Lane (1993a), Inskeep (1992), Gunn (1994)
and Getz (1986) amongst many others call for. However, this assumes a level of
control over the planning process that is unrealistic. McKercher (1993b) observes
that the tourism industry is a multi-faceted and fragmented industry, and as such is
almost impossible to control. Butler (1997:116) also comments, "A key problem
in most tourism destinations is the fact that there is often no management or
control of tourism development". The problem of a lack of control was famously
illustrated by Hardin (1968), with the result that the common good was reduced in
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favour of individual gain. For Murphy (1984) this is analogous of the decline in
collective community and a move towards an individual society. This also
parallels the divide between tourism that contributes towards SD, and tourism that
is concerned with sustaining its own industry. If strict control cannot be exerted
at the planning level over the developments within that area, then it becomes
difficult to argue that tourism is making a deliberate contribution to SD. This
leaves the potential for the tourism industry still to make positive contributions to
SD, but only where that coincides with the goal of ensuring the continuance of the
tourism industry. Chapter seven of this dissertation asks industry under what
circumstances industry would implement programmes aimed at promoting SD
that go beyond their immediate responsibilities to the tourism resources. Hence
the focus of this research is to find a way in which the practices of a self-
sustaining industry can be utilised to the betterment of a wider society.
3.3.3 Sectoral scale
Hunter (1995:161) states, "It is a truism that no set of delineated human
endeavours comprising one socio-economic sector, such as tourism, can ever exist
in total isolation from other sectors". Similarly, almost a decade before, Getz
(1986:31) had warned tourism planners "not to act in isolation from other social,
economic and environmental planning. There is a tendency to think of tourism
planning as a separate problem, narrowly defined to include only marketing and
visitor services. Existing theory and knowledge about the possible multitude of
impacts of tourism completely discredits that approach". Hart (1997:71)
reinforces this, "taking the entire planet as the context in which they do business,
companies must ask whether they are part of the solution to social and
environmental problems, or part of the problem. Only when a company thinks in
those terms can it begin to develop a vision of sustainability — a shaping logic that
goes beyond today's internal, operational focus on greening to a more external,
strategic focus on SD".
The frequency of these warnings suggests that tourism has become disassociated
from other industrial sectors in terms of its aims, and consideration of its impacts,
preferring instead to target attention on matters relating directly to its business
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area. Jenner & Smith (1992) in identifying the interdependence of tourism and
the environment, recognise the impact of tourism on the environment and the
impact of other industries on tourism, but fail to address the reciprocal problems
tourism can cause for other industries. The common word "sustainable" belies the
different goals between sustainable tourism and sustainable development, which
are not necessarily conducive. Clarke (1997) is also indicative of this separatism
and feeling that the proprietorial tourism industry is in competition with other
industries for the scarce resources necessary. Clarke states, "The tourism industry
must protect its assets; size is important, as large players exert pressure through
lobbying power" (Clarke 1997:228, emphasis added). This may be the view of
private industry, and in order to sustain the tourism industry, it is axiomatic that
resources be secured before the concern for losing them is considered. Further, it
is to be assumed that one industry is only concerned with its own industry,
although this is a myopic approach and one ultimately doomed. However, if
tourism is considered from a more holistic, cross-sectoral perspective, then
industry growing large in order to protect "its assets" becomes an anachronism.
For Hunter (1995) the view of ST, as concerned with sustaining the tourism
industry, is the "dominant paradigm", one where a "tourism-centric" view is taken
of sustainability. Within this view, Healey & Shaw (1994) believe that there is a
preference for the economic over the environmental, while Craik (1995) places
the environment above socio-cultural matters for consideration. Yet, what is
central to the criticism is that "...the general SD debate is somehow external to
the process of interpreting sr' (Hunter 1997:856). One reason for this
interpretation of ST must in part be due to the commercial sector's input into
muddying the ST concept, whereas the industry was absent to a greater extent
from the more abstracted SD debate. Harrison (1996) argues that the phrase ST
has just become a label with no meaning that is attached to any product the
tourism industry wished to sell. Wall (1997) is similarly critical, believing that
the phrase is often used as a marketing gimmick to create an illusion of clean and
green products (Wickers 1992). Krippendorf (1982:140) asks "But who is
worried about such prospects, who is interested? So long as the shortsighted
tourism companies can reckon with increasing growth rates, that is all they are
interested in. Those who are only concerned with the short-term, as most of them
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are, feel that the consequences of growth are insignificant". However, there is a
growing feeling that local residents and tourism consumers are forcing the
industry to change direction and accept to a greater extent the impacts of tourism
on the tourism industry, although the problem of public goods still stifles
concerted action (Haywood 1993). However, the dominant paradigm does ensure
that the tourism industry is largely not concerned with the impacts on unrelated
industries.
Muller (1994) believes that the tourism industry needs to strike a balanced
approach on the thorny path to SD. Muller's (1994:132) "magic pentagon" is
presented in figure 3.3 and shows the five elements that need to be held in
approximation to each other, "the target situation is balanced tourism
development".
Figure 3.3: The Magic Pentagon. Source: Muller (1994)
Muller (1994:133) continues, "The tourism development we aim for is
economically productive, socially responsible and environmentally conscious.
We are prepared to cease pursuing further development where it leads to an
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intolerable burden for our population and environment. We want to avoid the
pitfalls of economic imperatives". The problem with such a statement is again
that the tourism centric-nature is evident rather than the contribution that tourism
can make to SD. The tourism industry may be best placed to provide employment
at the expense of balance, resulting in an industry that is not sustainable on its
own, but adding increased sustainability to a society as a whole. Where there is
need for balance, then it is across industries, rather than within an industry. Urry
(1987:23) reminds us that "the more exclusively an area specialises in tourism, the
more depressed its general wage levels will be". When the industry is considered
in isolation, as Clarke (1997) highlights, the opportunity costs of tourism are not
considered, with the result that tourism is promoted, literally, at all costs. UNEP
(1995:30) recognises this risk and reports, "we want to counter the danger of one-
sided economic development and over dependence on the tourist trade. We
support the strengthening of agriculture and small-scale trade as well as their
partnership with tourism. We strive for a qualitative improvement of jobs in
tourism. We also continually explore all possibilities for the creation of new jobs
outside the tourist trade". Butler (1998:28) endorses this view, "to talk of ST in
the sense that tourism could (and should) achieve SD independently of other
activities and processes is philosophically against the true nature of the concept,
as well as being unrealistic".
3.3.4 Geographic Scale
The fourth key issue with the concept of ST is over the spatial scale that ST refers
to. The Brundtland Commission (WCED 1989) stressed the importance of
working at the global scale to tackle global problems and there is academic and
political attraction in addressing the solution at this scale and allowing the results
to filter down. However, from a pragmatist's position, the smaller the identifiable
region, the easier it is to implement strategies sustainable at that level. Thus, the
Rio summit gave rise to Agenda 21 and to Local Agenda 21, which stressed the
"think global, act local" mantra.
As with the problem of relating tourism with other industrial sectors, so the
problem of geographical scale relates not so much to the level of consideration,
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but the inter-dependence of these regions. Thus, Collins (1996) refers to the
"upstream" and "downstream" origin and manifestation of problems, reminding
us "tourism destinations do not exist in spatial isolation". A review of the
sustainability of Jersey shows unusual insight in this regard, particularly for an
island state, observing, "Sustainability is about maintaining that valued quality of
life whilst at the same time having regard to our impact on the world beyond our
immediate shores" (Romeril 1997:3.4). While Weaver & Lawton (1999) suggest
that in an ideal world the remits of planning departments would match
environmental features such as rivers and mountains. However, given that the
tourism industry has largely underestimated the impacts of its behaviour on itself
and has been unconcerned with that impact on other industrial sectors, there is
little surprise that scant regard has been paid by the industry to the impacts
incurred by other geographical regions. The result is that under the tourism-
centric paradigm, resources are channelled into a destination/region to prevent or
address problems, or to expand the tourism product, but the neighbouring regions
bear at least some of the cost without any financial reparation (Hunter 1995).
Todd & Williams (1994) refer to the problems encountered in neighbouring
regions with the expansion and development of the Aspen ski resort.
Wheeller (1992, 1993, 1994a, 1994b) is perhaps the most famous questioner of
the ramifications of aiming for sustainability at a specific geographical scale and
has constantly identified the problem being one of numbers of visitors and not the
manner in which they are managed or distributed. Thus, for Wheeller, until the
problem is addressed at a global level, then so much of current practice looks to
be peripheral. Conversely, Wall (1997:46) believes that because of local
differences, the problems must be tackled at a local level, "While most would
agree that if tourism is to contribute to SD it must be economically viable,
environmentally sensitive and culturally appropriate, the forms which this might
take are likely to vary with location. This in turn means that it will be very
difficult to come up with useful principles for tourism development which are true
for all places and all times". The ease with which solutions can be enacted will
grow in inverse relationship to the geographic scale and also the degree of cross-
sectoral application. Thus, a tourism-centric approach at a local scale should be
more simply implemented than the global, multi-sectoral solution attempted by
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the Brundtland commission (WCED 1987). However, the value of the rewards of
a single-sector, single-scale solution is commensurately lower. A problem of
pragma versus dogma.
3.3.5 Time scale
The fifth key concern with the concept of ST is over the time period that the
concept relates to. Tourism that claims to be sustainable without having been
tested against years of experience is meaningless, yet how many years should be
necessary to claim sustainability? Several oil companies are now changing the
focus of their practices to be energy companies and are investing heavily in
renewable sources while for many decades these companies have been amongst
the worst polluters and disruptors of the world. Should the oil industry have been
labelled "unsustainable" and penalised for its previous practices, despite what the
industry threatens to become now? Given the lack of control that governments
have over the way businesses develop, is it reasonable to ask if this criticism and
censure would have made any difference?
What the issue of timescale has influenced is the claims made by companies about
their current performances. As there is no limit to the time before a company can
claim to be sustainable, tourism resorts are able to parade their sustainability
before opening, and so the concept is weakened and abused further. Yet, taking
tourism in a developmental context, then the role of tourism will change over time
and so will its interpretation of what it is to be sustainable. Similarly, a private
company aiming to be sustainable i.e. exist long into the future, will have very
different goals depending on the time frame under consideration. Thus, the initial
goals for a company, as for a LDC, are to grow and provide economic
development. Following the theory of Maslow (1954), the government of a
developing country will understand that the base needs of sustenance must be
provided for by the tourism industry before higher level needs are addressed.
Further, it is impossible for tourism companies, or governments to look to the
future and know what requirements those generations will have of the current
resources. Hunter (1997:864) usefully summarises, "The key point to emerge
from the.. .analyses is that ST must be regarded as an adaptive paradigm capable
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of addressing widely different situations, and articulating different goals...".
Nellis (2000; Quoted in Caulkin 2000) similarly feels that "policy is a function of
time and place". Given the previous discussion in chapter two about the
dichotomy of interpretation of SD, the above discussion on the need for a broad
and varying definition of place, and the contention over a sustainable period of
time, it is little wonder that the resulting concept cannot be standardised. The task
is further complicated by the problem of political scope.
3.3.6 Political Scope
McKercher (1993a) contends that the lack of involvement by industry in wider
issues by the tourism industry is not solely due to a lack of concern, but to a lack
of size and industrial concentration. This has resulted in tourism companies not
being able to lobby and petition government as effectively and with comparable
repetition as their rivals from other industries. Thus, McKercher (1993a:133)
argues that tourism is often omitted from developmental plans, occupies a lowly
political status and that this has led to a "significant loss of operating area for the
tourism industry". Kearney (1992:35) believes "European tourism has long
suffered from the benign neglect of governments which have still to recognise its
economic and social importance in modern economies increasingly dominated by
the service sector". This produces a scenario where tourism cannot develop
because it is small and so because it cannot develop remains small. This in turn
means that the industry often has junior political representatives because of the
electorally and politically weak nature of the industry and consequently the
problems are exacerbated.
Conversely, Burkart & Medlik (1981:235) believe that what political intervention
there is "is increasingly regulated in the interest of the consumer", which could
apply to any range of industries. It can therefore be posited that with an increase
in consumer activity and involvement, then there is a greater imperative for
governments to be involved. Further, with the decline of traditional
manufacturing industry in Western economies, tourism is often the industry first
approached, or mentioned in the wake of large-scale redundancies. Thus, the
arguments of McKercher have perhaps become outdated, and the tourism industry
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is growing in political importance because of the recognition that the industry has
the potential for a wide scope of benefits beyond its industrial parameters.
Whereas McKercher (1993a) asked, "can tourism survive sustainability?"
governments should be asking the more pertinent question "should tourism
survive sustainability?" and where they are able to answer "yes", then tourism be
deservedly promoted. Thus, the goals of the tourism industry, as prescribed by
government, will differ according to the location, time and needs of the country.
Hunter (1995:164) concludes, "ultimately there is only one 'principle' of STD, or
ST, that tourism development makes a positive contribution to all aspects of SD,
as far as is possible in any given time and place".
Given all the weaknesses and problems with ST and tourism in a developmental
context, Weaver & Lawton (1999) ask somewhat devilishly, whether it is worth
all the effort to achieve ST. For Ritchie & Crouch (2000) the whole
competitiveness of the destination is reliant on sustainability. This may come as a
surprise to destinations such as Blackpool in the UK and any number of
destinations in the Mediterranean that have been receiving tourists for nearly fifty
years on a mass scale. This just confirms the differences in interpretations of the
terms of ST, and points with more surety to the need for measurement of the
benefits or impacts of tourism, in order that it can be promoted when suitable and
revised when not contributing to an optimal degree. This leads to the question of
establishing which stakeholder is in the best position, or position of greatest
responsibility to be able to introduce such measures.
3.4 Who is Primarily Responsible for ST?
Chapter 27 of Agenda 21 writes optimistically,
"One of the major challenges facing the world community as it seeks to
replace unsustainable development with environmentally sound and
sustainable development, is the need to activate a sense of common
purpose on behalf of all sectors of society. The chances of forging such a
sense of purpose will depend on the willingness of all sectors to participate
in genuine social partnership and dialogue, while recognising the
independent roles, responsibilities and special capacities of each"
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(UN 1992). While all stakeholders have a responsibility to ensure the
preservation of the Golden Goose and her eggs (Manning & Dougherty 1995),
this section examines the different stakeholders and considers if, and where, there
is a responsibility coupled with an incentive to promote greater sustainability by
the tourism industry. Making a declaration of absolute responsibility is
impossible, therefore, by linking responsibility with incentive, the section aims to
determine which group has the most potential to force positive change.
Understanding this potential is essential for the wider research programme to
develop indicators that can measure movement towards a position of greater
sustainability. If indicators are to be implemented, there must be a strong reason
for their introduction, and it is critical to know what rationale will force
stakeholders to take action.
3.4.1 National and Local Government
Hall (1994) identifies seven roles that the government can play with regard to
tourism, yet for the purpose of this review, it is the first three that are of
importance. The potential range of roles begins with the need to provide co-
ordination for the fragmented tourism industry. The second role is to facilitate
planning within the industry, while thirdly, the government has a role to introduce
legislation and regulations. As a group of roles, these point to the government
being the lead player in the tourism industry and with a responsibility to
determine and force the direction of the industry. Butler (1999:20) warns, "If the
public sector is not willing to educate and, if necessary, enforce sustainability
policies and actions, then few are likely to follow them".
Adhering to this tenet, the EC Package Travel Directive, which was introduced in
1993 and implemented from 1993-1995 in member states (except Greece),
requires that tour operators have legal minimum responsibilities, although these
are primarily to the consumer (Downes 1996). Roodman (1996:175) observes,
"Laws - not market forces - are what protect endangered species, manage nuclear
waste and ban pollutants". Yet, even the EC Package Travel Directive has left the
implementation and policing to individual member states, with the results that its
efficacy has been damaged. The regulatory path is far from complete or perfect
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and there has been a trend in recent years away from the heavy hand of regulation
and in favour of voluntary compliance programmes with industry. McKercher
(1993a) believes that the structure of the industry makes compliance with such
voluntary schemes impossible, so leaving a vacuum which government is loathe
to fill and necessitating an increasing reliance on competitive markets and
ombudsmen (Caulkin 2000). Further, there have been criticisms that the watchdog
agencies established to oversee the conduct of industry, have become too close to
the companies they monitor (Brown 1999). For Forsyth (1996:4), in the absence
of government responsibility there is no sense of responsibility shown by the
industry, "tour operators seem to believe that they can sell as many holidays as
they can in every destination — yet leave it to others to clean up the problems this
causes". Forsyth (1996:4) reports on a former managing director of a major tour
operator admitting to the "virtual rape of Turkey" through his company's policies
and another acknowledging that his actions were destroying regions but continued
to do so because no-one told him to stop.
The World Travel and Tourism Council/WTO (WTTC) (WTTC/WTO (1997:33)
assert, "Implementation of the agenda [Agenda 21] requires a major shift in
priorities, involving a full integration of SD considerations into economic and
social policies and a major redeployment of human and financial resources at
national and international levels". Such policies can only be effected at the
national government level, although much of the report focuses on how the
private sector can be involved, without giving any firm reasons why the private
sector should be involved. Wahab & Pigram (1997) similarly agree that it is the
responsibility of national government to instigate ST strategies and list twenty-
two actions that the government need to take. However, for Godfrey, (1998) the
responsibility for implementing ST strategies is best accepted at the local
government level. "They are the key agents in the development and management
of tourism activity, and it could be argued it is here where the real implementation
of sustainable guidelines will potentially succeed as an element of local
government activity or simply remain academic supposition" (Godfrey 1998:214).
Hawkins (1994) shares this belief that the local authorities are key, as can be seen
from table 3.2, which identifies the responsibilities of each major stakeholder to
enforce solutions and policies to ensure a more sustainable way forward (Hughes
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1996). Leslie (1998) also recognises the critical role of local level goverrnnent in
applying Agenda 21, but, typical of the ST debate, finds a high level of name
recognition, some confusion over what the term means and a very low level of
take-up amongst UK local authorities.
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OBJECTIVE MEASURES UP TO 2000 INSTRUMENTS ACTORS
Type of
tourism
Better management of 'mass' tourism Improved controls on land
use
LA
Strict rules for new
construction
LA
National and regional integrated
management plans for coastal and
mountain areas
Management of traffic
flows, to, from and in
tourists areas
MS + LA
Visitor management —
exchange of expertise
MS +LA
Pilot models of ST MS+LA
Strict implementation and
enforcement of
environmental standards on
noise, drinking water,
bathing water, waste water
treatment and air emissions
EC + ms
+ LA
Creation of buffer zones
around sensitive areas
MS + LA
Behaviour of
tourists
Building environmental awareness Development and
promotion of codes of
conduct
EC + MS
+ LA
+T&T
Multi-media campaigns and
conferences
Liberalisation of air and coach
transport — TGV - network
EC and national transport
policies
EC +MS
Increase of marginal costs of use of
private car and promotion of
alternative transport modes
Economic incentives, such
as CO2/energy tax and road
pricing and encouraged use
of public transport
EC + MS
Better dispersion of holidays Co-operation and exchange
of information
MS + EC
+ T&T
Diversification of tourism — including
rural and cultural tourism
National plans and regional
plans
EC + MS
+ LA
EC regional development
fund
EC + MS
+ LA
EC tourism action plan EC + MS
+ LA
EC tourism advisory
committee
EC + MS
+ LA
Quality of
tourist
services
Promotion of new forms of tourism
which care for the environment
Brochures LA +
T&T
Professional training LA +
T&T
Pilot projects LA +
T&T
Careful selection of accommodation Professional training and
education exchange of best
practices
EC + MS
+ LA +
T&T
Building of environmental awareness
in tourist areas
Table 3.2: Identification of actors responsible for managing the impacts of
tourism. Source: Hawkins (1994:5) LA = Local Authority, MS = Member State,
T&T = Travel and Tourism industry, EC = European Community
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Perhaps one of the reasons for the low level of government involvement in
tourism, is as Mathews (1983:303; Quoted in Hall 1994) suggests, "Unlike the
politics of abortion, equal rights, the environment, energy or education to name
only a few examples — tourism politics evokes few strong feelings among
established groups or citizens". The increased requirements for government to
consult its residents before major developments and the growing level of
consumerism may be lead to a change in the degree to which governments are
involved at a local or national level. However, a study of the UK tourism strategy
from national government (DCMS 1999) shows how almost all of the key
strategies are "facilitating", "assisting" and "co-ordinating"; reflecting the roles
identified by Hall (1994), but belying a general reluctance to become enmeshed
with tourism beyond this surface role. Thus, whatever the extent to which authors
feel government of any level have a responsibility to take a lead in implementing
sustainable strategies, there seems to be a reticence to occupy the driver's seat,
preferring instead a back seat advisory role (Holder 1992).
3.4.2 Local Residents
The tourism literature is replete with reasons why there needs to be local
involvement if tourism is to be sustainable. Murphy (1984:171) cites, "Input from
concerned community groups could provide a balance to the ST objectives of the
business sector, and possibly encourage greater variation and local flavour in
future projects", while Pigram (1990:6) believes, "Undoubtedly, decision making
in the tourism sphere would benefit from public input", Craik (1995:93) adds,
"Consultative processes are central to the successful development and
implementation of viable development strategies and policies". Simmons
(1994:98) contends that there is greater recognition by the private sector of the
needs for local involvement in the tourism industry and that "residents of
destination areas are being seen increasingly as the nucleus of the tourism
product".
However, despite the need for resident involvement in achieving a more
sustainable tourism industry, the literature is equally full of examples of the
problems associated with wider input. The most widely cited problem is one of
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power and the structures that enable or prevent a true representation of the views
of locals and a spread of the benefits. Hall (1994) refers to the "big men" of
Samoa who dominated the apportionment of tourism's benefits to their own
benefit. Fernando (1995) provides an excellent, although depressing account of
the problems of developmental work conducted in Sri Lanka and organised
through community involvement. The difficulties, lie in those people deKadt
(1979) refers to as "culture brokers", while Nunez (1989) more swarthily calls
them "marginal men". These are members of the community who quickly rise to
prominence in the project often because of a language ability, entrepreneurial
talent or current position within the community and as such they can be seen to
perform essential tasks. However, in the case of Sri Lanka, as those involved with
the development become richer, they sought to expand the project, using what
Nettenkoven (1979:143) in another case describes as "an inexhaustible source of
misunderstanding and false information".
Taylor (1995) believes that it suits western sensibilities and is politically
expedient to know that locals are being self-deterministic even when the end
result may be indistinct from an externally run tourism development. However,
Lea (1993) provides an example where local residents have been self-determinant
in the face of outside pressure from an apparently unlikely source. Tourism
Concern, a UK NGO, tried to persuade the local population in Goa to establish
their own tourism ventures as an alternative to the burgeoning mass tourism
developments. The locals resisted this pressure, believing that such a course of
action would diminish the need for the existing companies to incorporate greater
local involvement into the development plans. By setting up an alternative, local
residents felt that they would become sidelined in the process and thus less
effective in pushing for more sustainable practices. Thus, the responsibility of
local residents was better served being external to the tourism development than
as part of the management process.
Further weaknesses associated with local involvement centre on the lack of
knowledge and awareness by the local residents about the tourism industry.
Simmons (1994:106) argues that the knowledge of the public is "at best barely
adequate to instil confidence in the soundness of their contribution", reflecting the
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words of Lucas (1978:51; Quoted in Keogh 1990) that "If full information is not
available on issues under consideration, opportunities or even rights to participate
become meaningless". Yet, while there is increasingly a public need for
consultation, and a commercial need for involvement, Hart (1997) questions why
locals in developing countries with more pressing survival problems would want
to be involved in these higher level issues. Joppe (1996:476) also believes that
because of the way that the consultation process is stacked against the residents,
"citizen participation rarely has an effect on decision making", with the result that
residents are reluctant to engage further in the process. There can be an incentive
for local involvement, provided there is a genuine attempt at involvement.
Thus, while the public sector has an increasing statutory requirement to involve
residents in tourism planning, the private sector are recognising the potential
commercial benefits of performing the same task. Taking the amount of funds
available to the two groups into consideration, it would seem more likely that the
private sector be effective in resident consultation before the public sector.
Although it can be argued that local residents have a responsibility by virtue of
their position to influence development, the need for local involvement is very
different from it being a responsibility of the local residents to have an
involvement in tourism development. There is clearly an incentive to have a
sustainable tourism industry in the host region although this too cannot be seen as
the responsibility of the local population. In terms of where sustainability is most
likely to come from, if it does come from greater local involvement, it is less
likely to be at the instigation of local residents — but instead from the needs of the
private sector for greater local co-operation.
3.4.3 Commercial Industry
McKercher (1993a) argues that for tourism to survive sustainability, the industry
must become a proactive leader in shaping the debate on sustainability. Yet, tour
operators contently constrained by their position as middlemen have long been a
source of irascibility amongst critics who argue that the negative impacts of
tourism are at least in part caused by the actions of operators who should have a
responsibility to act.
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Jones et al (1997) estimated that there are approximately twelve million overseas
package holidays sold each year in the UK, of which about 60% are controlled by
the top five tour operators (Klemm & Parkinson 1999). Further, an attempted
take over bid would have increased the industrial concentration to just four had it
not been for intervention by the EU. With eighty-five to ninety percent of
package holidays booked through travel agents, the tour operators' control over
the travel agents is a powerful influence over the industry as a whole. Forty
percent of Lunn Poly's bookings for 1999 are for its parent company's Thomson
holidays, thirty-eight percent of Going Places sales are for Airtours' holidays and
thirty-one percent of Thomas Cook's sales for Sunworld (Heape 1998:7). In
addition to travel agents, each of the main tour operators has their own airline
through which they process as much of the holiday traffic as possible. With this
level of involvement in tourism, the tour operators have a significant interest in
the survival of the industry, but largely this has not precipated more responsible
behaviour.
It is perhaps surprising, given this description of the UK outbound industry that
Taylor (1996:388) describes the package tour industry as being "not sufficiently
oligopolistic". The reasons cited for this interpretation are the relative ease of
entry, the large number of firms that contest the market, the existence of merger
activity and the instability of market share and profitability. Evans and Stabler
(1995:260) believe that the problem has not been so much the shape of the
industry (which conversely they believe to be oligopolistic), but the existence of
excess capacity that gives the consumer "greater power to dictate the price that is
paid. Consequently competition amongst tour operators is intensified. Thus,
however much they wish to pursue profitability, they are forced to engage in price
wars to maintain market share and gain scale economies". This situation is
exacerbated by the historically low prices that UK citizens have enjoyed for their
holidays, which creates a powerful inertia. The implications for management of
this industry structure are limited pricing freedom, which coupled with intensive
competition and low customer loyalty leads to low profit margins. This in turn
reduces the stability of the industry and so reduces incentives to make long-term
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investments. Against such a background taking steps to behave more responsibly
has traditionally received a predictably low priority.
Ashworth and Goodall (1990) believe that in the case of the tour operator, the lack
of responsibility is also a function of the lack of ownership and therefore control
over the tourism services provided. This in turn enables tour operators to blame
over-development on the local authorities and private developers who have caused
the excess capacity. By virtue of the unique middle ground occupied, tour
operators can claim to be simultaneously the innocent victim in satisfring existing
consumer demand while helplessly responding to the existing supply stock.
For Tibbs (1993), this slipperiness is not the result of malice against the
environment and society, but clear economic reasoning. Chapter two discussed
how companies will rather spend time and money trying to diminish public
sensitivity to the negative effects of their short termism than to adjust their
behaviour and outlook to one with a more distant gaze. Any business will adopt a
course of action until it is cheaper or more beneficial to adopt an alternative policy.
The WCED (1987:60) acknowledges that this is potentially and at least partly a
role for public policy "...to ensure through incentives and disincentives, that
commercial organisations find it worthwhile to take fuller account of
environmental factors in the technologies they develop". Although as discussed
above (Forsyth 1996), scared of discouraging business, regulation has been
regarded as a last resort, and one largely not exercised.
Middleton and Hawkins (1998:107) list ten reasons for the private sector in the
tourism industry to adopt a responsible position and yet deliberately exclude an
ethical or moral argument because they "recognise that it features last and least for
most tourism businesses in the 1990's, especially small businesses". Haywood
(1993:235) concurs "Business and society are still seen as separate from each
other, and the language of rights and responsibilities, which attempts to link the
two remains irrelevant to the world of the practicing managers". Cairncross
(2000) argues that the morality of actions undertaken by the individual is
constrained by the need to be able to look himself in the mirror in the morning.
However, Caimcross (2000) then states, "because companies cannot ask (this)
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question, it is the one that ultimately determines what corporate ethics means".
Yet, this embodies companies with the ability to make decisions as an entity and
removes humans from the involvement process completely. While this may be an
aim of business analysts, and while decisions are made in which the "markets" are
blamed, ultimately, a human makes the decisions and must face himself/herself in
the mirror every morning.
In the tourism industry, there are tour operators that achieve a necessary profit and
act beyond the "moral minimum" (Smith 1990). UK companies such as Explore
have long traded from a position derived from their sense of moral duty to the
places they visit, while larger companies like British Airways Holidays have also
begun to implement policies based on a moral imperative. However, while in the
case of several companies the morality shown is due to the personal sense of
obligation felt by the owner/manager, more commonly the extent of the morality
shown is a function of the responsibility that consumers expect companies to have.
Yet, where this moral obligation is fuelled by consumer concern, the consumer
must have knowledge of the company's performance. For the tourism industry in
particular, the consumer is largely lacking in information about the behaviour of
tour operators and so what may be taken as a silent endorsement of a company
policy could be simply a lack of knowledge. To cite consumer demand for cheap
price holidays is to villainize the consumer when they are unaware of the trade-
offs that are being made in order to provide such a holiday. Greater
accountability and information could serve to shift society's perception of where
the moral minimum lay.
It is possible however that times are changing. Gonsalves (1996:6) quotes the
Control Risks Group; "The rise of global environmental activism in the past five
years has left international business with nowhere to hide. If the late 1980's was
the era of rapacious self-interest, the late 1990's will be the era of unprecedented
accountability". "Unprecedented accountability" is not a terribly stringent
requirement in the tourism industry, however the UN has made a start and the
resolution from April 1999 "called upon" the industry to develop "voluntary
initiatives in support of sustainable tourism development" that would "preferably
exceed" any relevant standards (CSD 1999).
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3.4.4 Consumers
Most of the literature surrounding the role of consumers in the encouragement of
a more sustainable position refrains from discussing a responsibility for tourists to
promote SD, tourism is seen as a source of hedonism and escapism. Despite this,
the WTO (1999) in its "Global Code of Ethics for Tourism" clearly identifies that
"tourists and visitors have the responsibility to acquaint themselves, even before
their departure, with the characteristics of the countries they are preparing to visit,
they must be aware of the health and security risks inherent in any travel outside
their usual environment and behave in such a way as to minimise those risks"
(WTO 1999: article 1.6). One reason for the lack of such sermonising in the
tourism literature, must be that few tourists will ever read such an edict, and even
fewer (if any) take any notice. Echoing the same sentiment as the WTO,
Bramwell & Lane (1993b:72) proffer the view that, "if tourists understand the
areas they visit, they will — it is hoped — become concerned and will act
responsibly towards local people, local lifestyles and natural features and
habitats". Yet, one can reasonably question how much less impact a concerned
and aware tourist causes than an unconcerned and unaware tourist? Once the
development, infrastructure and nature of the resort is determined, the attitude of
the tourist would seem to be of minor consequence in relative terms. The ability
of 350 tourists on a Boeing 747 to mitigate their impact by being aware of their
potential impact and concerned by it seems limited.
Recent Department for the Environment Transport and the Regions (DETR)
commercials ask viewers whether they are "doing their bit for the environment"
and so use the language of responsibility. However, whether consumers have a
"responsibility" to become more environmentally conscious or not is infinitely
debateable, but what is more definite is that consumers are acting with more
environmental consideration. Most famously, Poon (1994:91) states, "consumers
are growing more sophisticated and more demanding. They are tired of the
traditional mass-market tourism products and resorts. They are looking for new
products and new destinations. In addition, there is growing environmental
awareness. Travellers are increasingly prepared to shun over commercialised and
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polluted resorts". Cooper (1997:80) concurs that there is "an increasingly
discerning and informed consumer who will choose tourism destinations on the
basis of information and experience". While the movement of consumers to show
greater environmental awareness has been significant, it must be tempered by the
understanding that this upstanding group still represent a very small minority.
Chapter four identifies in more detail the ways, and the extent to which consumers
are exercising their environmental credentials as well as the implications for the
industry of a change in the behaviour of tourists.
Pigram & Wahab (1997:29) believe, "as support and enthusiasm for 'greener'
tourism, eco-tourism and nature-based tourism gathers momentum, pressure on
operators at all levels to lift their 'environmental game' could well be reinforced
by market forces. It is not inconceivable, in a more environmentally-aware world,
that visitor preference might be directed towards those establishments which can
demonstrate a superior environmental track record". Goodall & Stabler
(1998:300) confirm, "the greener tourists become, the greater the pressures on
tourist destinations and tourism firms to behave environmentally more responsibly
and to take steps collectively and individually to improve environmental
performance. So far much of the tourism industry's performance has been
reactive. Further improvement in environmental performance is therefore to be
expected as efforts become more proactive". Thus, the role of consumers in
promoting ST can be seen to be through placing pressure on the commercial
industry to respond to their requirements. As consumers will not be concerned
with the furtherance of the tourism industry itself, the form of sustainability of
concern will more likely be ST in a developmental context, rather than the more
parochial tourism-centric variety. However, chapter four considers whether
consumers are only concerned with a greater range of issues out of "selfish
altruism" i.e. only to the extent that issues affect the consumer directly.
Hawkins (1994:7) concludes that "no one group, whether industry, government or
consumer, can bring about sustainability on is own. Ultimately, progress towards
sustainability will depend on the quality of the partnerships that are developed
between all actors". A major weakness of partnerships is their tendency to be
ephemeral and opportunistic, collapsing when the political will or financial
86
Chapter Three — Sustainable Tourism
benefit evaporates (Haywood 1993, Miler 1997). Recognising this, Hawkins
(1994) later revises her conclusion to just include the need for tourists and
industry to participate fully to their mutual advantage. Thus, dealing with the
language of "responsibility" has little impact on the practical outcomes of a
relationship. This chapter has identified the role of the consumer in placing
pressure on the commercial industry as a source of opportunity for the
advancement of the tourism industry towards a more sustainable position. For
consumers to seize this opportunity there is a need for them to become more
aware and more informed about the impacts of their holiday choices on the
sustainability of a society. Therefore, mirroring the conclusions from the SD
chapter, there is a greater need for measurement of the impacts of tourism.
3.5 Need for Measurement
The need for measurement has an ever-increasing resonance in society, with a
seemingly endless desire to measure the previously unmeasured and to compare
the performance of different providers of service. Schools are monitored for the
value they add, health services for the standard of care they provide, and transport
for the punctuality and quality of provision. The increased need for transparency
of investment and consumer involvement has fuelled much of the need to measure
what may previously have been considered too subjective. In measuring SD and
developing Indicators of Sustainable Development (ISD), the list of acronymic
organisations involved is long and impressive. The European Environment
Agency (EEA), United Nations Environment Programme (UNEP), United Nations
Development Programme (UNDP), The World Bank, World Watch Institute,
International Institute of Sustainable Development (IISD), New Economics
Foundation (NEF), United Nations Commission for Sustainable Development
(UNCSD), WTO (World Tourism Organisation) and nationally, Department of
Culture Media and Sport (DCMS) and Department for Environment Transport and
the Regions (DETR) are just the main organisations. Yet, despite this, Weaver &
Lawton (1999:21) in their review argue, "...attention to the indicators issue in the
tourism literature has not been as great as one might expect, considering its
pivotal role in the sustainability monitoring process".
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The Countryside Commission (1995:9, now the Countryside Agency; Quoted in
Butler 1999:17) state from a developmental perspective, "A commitment to
monitoring is essential. Without any commitment to measuring impact on either a
qualitative or quantitative basis, it is impossible to decide whether one is moving
towards ST or away from it". Lea (1993) by contrast, considers the need for
information if the consumer is to make an informed, and he believes, "ethical"
choice. The problems of selecting indicators is considered in the following
chapter, however, the subject is relatively new, the concept that it is trying to
measure is difficult and there are a myriad of perspectives to take. Thus, the EEA
concedes of its own indicators "in the view of the agency ... (they) have had little
success in arriving at meaningful tourism indicators" (quoted in DCMS 1999).
Goodall & Stabler (1998:296) concur, "the principles underpinning sustainability
may be seductively appealing, but there is a 'grey area' between acceptance of
these principles and their translation into workable environmental objectives or
standards. Indeed, the range of appropriate indicators for measuring improving
environmental performance is not clear-cut". Yet, for Muller (1994) the goal
should simply be to make a start in measuring impacts at whatever level and in
whatever way possible. Thus, while the goal should be for perfect indicators, if a
start, however imperfect, is not made to achieve greater disclosure of information
relating to the impacts of tourism, then there will be no development of the
concept. The first step is the hardest step.
3.6 Summary
This chapter has plotted the development of the concept of ST, and shown how
the debate parallels that from the proceeding chapter of SD. While this has
created some academic confusion, the concept of ST has been hijacked to suit the
financial needs of the tourism industry and has become concerned with preserving
the resources upon which the tourism industry relies. However, for the consumers,
local residents and governments, tourism is required to play a role in the greater
development of a resort, rather than the more narrow interpretation of
perpetuating its own existence. In addition to problems of interpretation and
sectoral scale, the concept of ST is shown to have problems relating to the control
of the planning process, geographic scale, time frame and political scope. The
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extent to which the commercial industry sees these issues as relevant problems
will be examined in chapter seven. It is taken that ST in this dissertation refers to
tourism contributing to a developmental context rather than the narrower
interpretation where tourism is sustained for tourism's benefit.
In terms of assigning responsibility for the encouragement of more sustainable
practices, this chapter finally identified the consumer as being in a position to
force greater action from the commercial industry. However, in order for the
consumer to make such demands, there is a need for the measurement of the
impacts/benefits of the tourism resort. When such information is available, the
consumer can make informed and aware decisions that reward companies taking
proactive steps and punish the reticent and reactive companies. The following
chapter identifies how such measures can be constructed and then explores the
evidence of consumers using such indicators to promote more responsible
behaviour amongst commercial organisations.
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CHAPTER FOUR: INDICATOR DEVELOPMENT
4.1 Introduction
The two previous chapters have identified and discussed the problems presented
by SD and how tourism can potentially provide a solution. Accepting that there is
a need for the provision of a greater supply of information on a wider range of
topics, this chapter examines Indicators of Sustainable Development (ISD) and
reveals the organisations that are currently and increasingly using an expanded
form of measurement. The chapter considers the mechanics of choosing ISD and
outlines a framework of criteria that should be used in order to restrict the
subjectivity in the selection process of Indicators of Sustainable Tourism (1ST). It
is essential to the dissertation that having examined how 1ST can be constructed,
the chapter provides evidence of consumers using a wider supply of information
in their general purchasing decisions and tourism-related purchases. This is
offered as the final section of the literature review chapters.
4.2 The History of Indicators
The collection of social data can be traced back to the beginning of census surveys,
which had amongst their original aims the simple task of counting the population
in order to form defence policies for the country. Since then, as populations have
grown, so has the need to use measures as proxies for the actual phenomena that is
of interest. Yet, it is at the turn of the twentieth century that the development of
indicators began to capture greater scientific interest. In 1924, Pigou criticised the
neo-classical economists for failing to understand public welfare, while in 1934
Kuznets told the US congress "The welfare of a nation can scarcely be inferred
from a measurement of national income" (quoted in Denny and Vidal 1998).
Between these two economists, Carley (1981:16) reports on President Hoover
setting up a President's Committee to "...help all of us to see where the social
stresses are occurring and where the major efforts should be taken to deal with
them constructively". Yet the fate of the committee is itself instructive. The aim
had been to collect social data on thirty-two topics and then to annually report on
the progress of the nation on these issues. From 1928 to 1934 this was the case,
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however, by the mid-thirties and the time of the great depression in the USA, the
collection of the data was stopped and no further publications came forth. In
chapter two, Baker et al (1997) contended that the combination of economics and
the environment to produce the concept of SD during the 1980s could not have
been possible outside of that epoch. Equally it can be contended that during the
mid-thirties, it was not possible, given the prevailing economic conditions, for
indicators of social welfare to develop and would not be possible again until the
mid 1960's.
It is ironic that the increasing calls for social indicators during the 1960s came
from the success of economic indicators in capturing and relaying key information
to decision makers and the general public. Further, Gross (1966) referred to the
way in which these economic measures led to the over emphasis on monetary
issues, something he describes as "economic philistinism". Yet the success of the
GNP and GDP in informing end-users also highlighted their shortcomings in
failing to explain the whole picture. MacGillivray (1997) comments on the
unlikely pioneering work of National Aeronautics and Space Administration
(NASA) at the beginning of the 1960's on social indicators, while Carley
(1981:19) reports how the huge boom in social indicators during the mid 1960s to
late 1970s was marked by "a kind of boundless enthusiasm which envisioned
dramatic progress in social measurement and social accounting, translated into
almost utopian social planning for a new and improved quality of life". Yet, again
the mood changed in the late 1970's with a return to concentrate on economic
measures, the initial promise of social indicators failing to bear fruit and proving
to be overly optimistic.
The two examples of the mid-thirties and late-seventies show that indicators must
be relevant to the users of the information. At both times the development of
wider indicators was followed by a re-focus of attention on economic issues and
so information on wider social issues became largely irrelevant. The key to the
development of successful indicators is that they remain relevant to the needs of
their fmal users, and recognise that these needs are dynamic and subject to
continual change. Ward (1990:47) sagely reminds us "valued environmental
components are not fixed. Peoples attitudes vary considerably and change over
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time just as the state of the environment changes". Yet, the 1990s have seen
another return to the development of social indicators, with the International
Monetary Fund (IMF), UN and OECD, the very organisations which fifty years
ago set the rules on how to take economic measures, amongst the leading
organisations currently calling for a change in indicators used.
However, despite the recent redoubling of efforts on ISD, Zentilli's (1997)
research concentrating on indicators to measure the world's forest cover, observed
that it has taken nearly twenty years to achieve the current, far from perfect
assessment and so there is much need for further refinement of the subject in
general. This is a view shared by DCMS (1999) who claim there is "no ideal
indicator", and also by Bakkes (1997) who believes that the aim should simply be
'optimal inaccuracy'. For Tschirely (1997:226) "the perfect is the enemy of the
good", while Budiansky (1995:94) is more stirring, "the goals we seek in nature
are human goals, goals that reflect an imperfect mix of morality and commerce,
aesthetics and need, stewardship and politics. We might as well admit it and get
on with the job. Part of facing up to the realities and complexity of nature is
admitting that any approach we take will be incomplete, imperfect, provisional,
experimental. The important thing is to try." With this clarion call, the following
section looks at the organisations that have attempted to develop indicators and
the various approaches they have taken.
4.3 Who is using ISD?
Chapter three introduced the range of acronymic organisations involved in the
development of ISD. Yet, the OECD was amongst the first of these trans-global
organisations to commence reporting, launching their indicators in 1990 after a
request from the G7 economic summit in 1989 for more environmental
information. The OECD have long claimed that there is no unique set of
indicators, and that the chosen set depends upon the particular task, however, with
a fixed task, the OECD have been able to develop a core set of indicators which
they apply regularly to their target subject.
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The OECD ISD operate within the "Pressure — State- Response" (PSR)
framework, a framework which works sufficiently well when the subject is
contained to the environment, i.e. is issue driven, and when there is linearity
between the identification of a pressure, its subsequent state and then the
recording of the response which ultimately leads to the removal of the pressure.
Yet other authors feel that the framework is too limiting when the indicators are
needed to measure the wider and non-linear concept of SD (Corvalan 1997,
Tschirely 1997). Thus, other organisations have developed similar frameworks
for their indicators, changing "Pressure" to "Driving Force" ((JNCSD) to indicate
that pressures can be positive as well as negative, while UNEP split "State" into
"State" and "Impact" because impacts are seen as a consequence of the change in
state (and the change in state is a naturally dynamic process which occurs
independently of human action, Berger 1997). However, these changes (and there
are many others) just seem to complicate the process and while Bilharz (1997)
correctly identifies the lack of agreement on a framework for indicators, he is also
correct in arguing for consensus around the PSR framework because of its
simplicity.
However, it is easy for the academic thoroughness of frameworks for indicators to
prove seductive. Indicators should be chosen for their ability to make a concept
easier to understand and to transmit information that is of value to the end-user.
Mortensen (1997) argues that including information because it completes a gap in
the PSR matrix is not a justifiable use of expense and data; indeed it may
obfuscate the final message and detract from the effect of the other indicators.
The framework can be used to identify where gaps in the data lie, but the
framework should not be used as a selection criteria and subsequently the number
of indicators in each cell may vary considerably, according to the nature of the
task set the indicators. Rutherford (1997:156) agrees,
"...the best indicators conceptually may not be available in practice, either
because basic data is not selected or because the methodology to turn
available data into indicators of the desired type is unavailable.. .On the
other hand.. .indicators that really do catch the attention of policy and
decision makers will be chosen not by those who advocate logical
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frameworks, but rather by the decision makers themselves because they
are perceived to be useful for monitoring something that is important".
Yet, the problem with monitoring something deemed to be important is what
happens when it ceases to be considered important. If the phenomena is not
important because the problem has been resolved, for example, as with incidences
of smallpox, then it is right that resources are not spent measuring the problem
anymore. However, in 1991 the UK government launched and published an
annual environmental report with the intention of monitoring the UK
government's progress on a number of key indicators, which would then be
available for the general public. However, by 1992 when it was discovered that
the government of the time was falling back rather than making progress on a
number of its measures, the programme was abandoned and not published again
(McCarthy 1998). Crofts and Holland (1993) hint that increases in the
transparency of decisions are a reason for the inertia surrounding the wider
implementation of indicator programmes. Thus in 1998, when the present UK
government launched thirteen "quality of life" headline indicators, there was a
good deal of scepticism that should the results begin to bring bad news then the
messenger will be shot. However, Money (1997:324) writes, "If indicators are to
be used by a wide audience and, perhaps, even to help influence people's
behaviour, then they need not only to be understood, but must have some
relevance, so that people may feel they, personally, have a part to play in helping
to change an unsustainable trend". At the launch of the indicators the Deputy
Prime Minister John Prescott said "I want these headline indicators over time to
become useful and familiar, reported regularly on TV and radio and in the
newspapers" (McCarthy 1998), which shows that Prescott understands the need
for publicity (as any politician should) yet fails to grasp the need for public
involvement in the process of developing these indicators.
The common theme to all indicators, whoever is using them, is that they can be
criticised. The EEA concedes of its own indicators "in the view of the agency
have had little success in arriving at meaningful tourism indicators" (quoted in
DCMS 1999). The subject is relatively new, the concept that it is trying to
measure is difficult and there are a myriad of perspectives to take. The essence
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then of indicator selection is to make the process of choosing indicators open and
explicit. The criteria used to select indicators should be revealed and reasons
given for decisions taken.
The following section identifies the selection criteria used for primarily ISD by
the various developers of indicators and comments on the more frequently
adopted criteria.
4.4 Criteria Used for the Selection of Indicators
4.4.1 Qualitative or Quantitative indicators
Semiotics is the theory of signs. Indicators are signs of phenomena that cannot be
reached and so needs a sign to attract attention to where the phenomena is and
what state it is in. Peterson (1997:8) describes indicators as "providing a simpler
form of data or information than monitoring of environmental media or detailed
statistical information". This draws a distinction with statistics, whereby ISD
provide meaning that extends beyond the attributes directly associated with the
phenomena, rather than a provision of the raw data with no meaning attached, as
is the case with statistics. Gallopin (1997:14) reinforces this sense of added value
to indicators, "the pragmatic interpretation of a particular variable as indicator is
usually made on the basis that such a variable conveys information on the
condition and/or trend of an attribute(s) of the system considered. This
information is important for the purposes of decision making at some level".
More simply, "an indicator is something that helps you to understand where you
are, which way you are going and how far you are from where you want to be"
(Hart 1997). Or more simply still, DCMS (1999:3) state the "aim of indicators is
to produce what is measurable and show us something".
In the practical selection of ISD no mention is made of whether the ISD should be
qualitative or quantitative. However, distinction is rarely drawn between
qualitative and subjective; and quantitative and objective measures. Objective
indicators are taken to mean the counting of specific occurrences or events, while
subjective measures are those of feelings or perceptions based on reports or
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descriptions by respondents. Thus, quantitative indicators are taken to be
objective, while qualitative measures have been saddled with the tag of
'subjective' and have been presented as scientifically weaker for it.
The criterion for selecting indicators is that the indicators measure the phenomena
intended to be measured, although some phenomena are inherently difficult to
measure in a manner satisfactory to the end users. Further, if we have physical
and psychological inputs into our lives, then it is axiomatic, regardless of the
complexity of the task of measuring, to measure both in order to determine a
quality of life (Carley 1981). Thus, there is agreement that the phenomena needs
to be measured, but the contention arises in the manner in which this, or any
phenomena, should be measured. Traditionally, quantitative data has been used
because this was seen as more rigorous and credible. The US department of
Health, Education and Welfare (1969:971, quoted in Carley 1981) in its 1969
document "Towards a Social Report" gave the first definition of a social indicator
and defined it to be a "statistic of direct normative interest which facilitates
concise, comprehensive and balanced judgement about the condition or major
aspects of a society". Yet despite the need for indicators selected to be normative,
the report recognised the subjective element in determining whether an increase in
the number of policemen on the street was a good thing or not. In addition to this
subjectivity, Gallopin (1997) recognises the subjectivity in determining which
phenomena to measure, determining the target value of that attribute and the
weighting of simple indicators in any composite scale. For Dahl (1997) the
subjectivity involved with weighting indicators is sufficient that any such
approach can be rendered "suspect".
However, despite a fight back by Schneider (1975:308) who warns, "the use of
objective measures alone as quality of life indicators is.. .highly suspect", the
majority of ISD selected are objective, quantitative and normative. Gallopin
(1997) suggests that this is due to the subject matter which more naturally lends
itself to quantitative measurement, however, he acknowledges that this approach
will only perpetuate the over representation of economic data which in turn lends
itself more naturally to quantitative measures. Carley (1981) also warns of being
seduced and enamoured by the unlikely triumvirate of numbers, statistical
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procedures and models. Yet, as a selection criteria, International Chamber of
Commerce (ICC) refer to the need for "appropriate information" while the World-
Wide Fund for Nature (WWF) require "effective data" (UNEP 1995) implying
that whichever indicators can best perform the task, they will be selected.
However, the WTO (1995:7) perhaps reveal the true position of many
organisations towards qualitative measures, stating, "...indicators of sustainability
are not always quantifiable and may necessarily be somewhat subjective. This
limitation, however, does not in any way detract from their utility as management
information in promoting sustainable tourism" (emphasis added). That the
qualitative nature of the indicator does not diminish from its ability to provide
information and yet is still seen as a limitation is indicative of the bias against
qualitative data. Thus, quantitative indicators can be seen as an unofficial
selection criterion unless choosing a quantitative measure refutes more of the
other selection criteria than using qualitative indicators would do.
4.4.2 Policy relevant
Perhaps the next most important criterion for this dissertation in the selection of
1ST is that they are policy relevant. Carley (1981) believes that one of the reasons
for the failure of social indicators in the 1970s was the lack of an established link
between the surrogates, the phenomena of concern and the issues of the day. Thus,
Carley (1981:20) declares, "indicators have to be clearly related to the concept in
the form of policy objectives, and these in turn relate to social goals". With SD,
as has been discussed above, this is contentious because of the different beliefs in
what SD is, how it should be achieved and the extent to which it relates to social
goals. Yet, if the ladder of SD approach is adopted, (Baker et al 1997) then the
aim should be to determine where on the ladder the area of study is in order that
appropriate decisions can then be taken. Also, this approach requires the general
public be aware of the steps needed and be prepared to follow that path. It does
however seem paradoxical for an instrument to rely on policy relevance when the
aim of that instrument is to make policy relevant. Yet, Moldan and Bilharz
(1997:5) argue, "the very process of developing indicators contributes to the
creation of a better definition of SD", thus by way of measuring relativity and
proximity ISD and 1ST will function as a measuring stick.
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4.4.3 Generates Public Support
Such a criterion may seem unlikely in developing ISD and 1ST. Yet, chapter eight
of Agenda 21 states the need to integrate the general public into the decision
making process and to encourage public participation. In addition to meeting a
key requirement of SD, ISD are strengthened methodologically by having public
participation and public involvement. Moldan (1997) identifies raising public
awareness and increasing problem acknowledgements as the second of a five-
stage process in using ISD, arguing that after the identification of a problem it is
necessary to generate public support for the solution of the problem (see figure
4.1). Moldan (1997:60) states, "The role of powerful information, preferably in
the form of a few clearly understandable and strong indicators is obvious. The
role of indicators is very important in this second stage of the cycle".
Figure 4.1 Need for Public Awareness. Source: Moldan (1997:59)
MacLellan (1999:16) in his study of "soft indicators" found that although the
value of the indicators could be questioned in measuring how sustainable the
tourism industry is, the use of basic indicators was "viewed as a good start, and
effective for awareness raising, good PR and better than before". The implication
is that 1ST can also operate on a ladder principle, with indicators initially being
used which attract existing interest in subjects, but which maybe do not reflect the
wider issue in its entirety. Then, with public interest raised, the 1ST can widen
and deepen their analysis and so the awareness of the general public. Peterson
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(1997) makes this point although he also issues a warning that in the initial stages
of the ISD development, indicators should not be accepted which threaten the
credibility or reliability of the programme. Such action would jeopardise the
extent to which the general public would be willing to support the exercise. Thus
a careful line must be trod in setting criteria for indicator selection between the
need to attract public support and the need to safeguard the credibility of the
programme. The position of this trade-off will be determined by the degree to
which the implementation of policy, and thus the aim of the programme, depends
on public support.
Taking the OECD as an example, the role of the public as consumer has been
identified as integral to the reduction in many of the problems that the OECD
pressure indicators have identified. The OECD (1991:244) believes "consumers
should be provided with information on the consequences of their consumption
choices and behaviour, so as to encourage demand for environmentally friendly
sound products and use of products". Peterson (1997:12) concurs, "It is
possible.. .that a greater environmental awareness will stimulate the public into
taking a more active role in reducing environmental pressures arising from their
own individual actions". These approaches fit closely with that identified in the
framework by Moldan above and also with the goals of this research to produce
1ST that the consumers of tourism products can use in their purchasing decisions.
4.4.4 Reliability, Consistency, Measurability, Transparency, Credibility
The next most commonly cited selection criteria are that the indicators use reliable,
measurable and consistent data. Hart (1997) usefully defines reliability to be
"...not the same as precision. When your gas gauge registers empty, you know
there is still a gallon or so of gas left as a reserve. The gas gauge reliably under-
reports the amount of gasoline. An indicator does not necessarily need to be
precise, it just needs to give a reliable picture of the system it is measuring".
More chillingly, the Texas Monthly in January 1980 (quoted in Carley 1981:1)
reports how "Waco (Texas) announced plans to reduce its crime rate by
neglecting to report some of its violent crimes to the FBI". Carley cites this as an
example of inconsistent monitoring and a lack of reliability in the process. Yet,
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the events in Waco within a decade show an extreme example of the dangers of
this non-reliable approach to monitoring.
In addition to the need for the reporting to be reliable, there is a need for the
methodology of the indicators to be made reliable and transparent in order that
potential end-users can assess the value of the information. Also, Van Esch
(1997) believes the credibility of the indicators, which is related to the reliability,
measurability, and consistency of the data will influence public support for the
indicators. For this research, where the end-user is the general public in its guise
as consumer, then the credibility and transparency of the information is critical if
the indicators are to be accepted and employed.
4.4.5 Understandable
Linked with the transparency and credibility of the indicators is the degree to
which the indicators can be understood by the target audience. The EC, lamenting
the state of environmental reporting up to the early 1990s, avers, "information
which is available is often not processed or presented in a suitable form for
potential end-users — administrations, enterprises and the general public — and
does not take account of the different levels of sophistication or simplification
required, nor of the fact that different types of decision require different types or
levels of information" (EC 1992 7.1d). To address this problem Peterson (1997)
believes indicators, as tools within the decision making process, will not be
successful unless they are constructed in association with those who will use them.
Peterson (1997) advocates the audience and their intended use of the indicators
should determine the degree of aggregation, the number of indicators and the
amount of information. These three factors will in turn determine the nature and
style of the final indicators. However, while it is not always the case that
indicators are constructed with the end user's input, it should at least be the case
that the end-users position is considered during the construction. Thus, Van Esch
(1997) reports how in the use of ISD in the Netherlands where although there was
no direct public input, the indicators are highly aggregated in order to achieve
their purpose as a communication tool with which to inform the public of
sustainability performance.
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In order to ensure ISD are understandable by the target audience, Van Esch (1997:
316) believes "limits should be applied in order to avoid confusion or an overload
of information", which would otherwise be the case if reams of non-aggregated
data were provided to the general public. Yet, for Carley (1981) concern should
be expressed at indicators falling into the same trap as the economic measures
suffered, in trying to reduce too much to too little, and oversimplifying the
concept being measured, Tschirely (1997) concurs with the risk of over
aggregating information. Money (1997:326) strikes the middle ground "Different
levels and types of indicators.. .will be appropriate for different purpose and
audiences". While, Theys (1997:356) is also concerned for the system to remain
flexible and "reflect the different kinds of information meaningful to the intended
audiences", as is the WTO (1995:20) "Changes in indicators are not necessarily
'positive' or 'negative' for everyone; changes reveal information that requires
interpretation". This interpretation can either take place in the presentation of the
information, or can be left for the individual to interpret what the information
means. Nowicki and Nowicki-Caupin (1987:43) with an Orwellian sense of
control state, "Information is not neutral — the manner in which it is transmitted
determines how it is perceived". While Gallopin (1997:25) usefully summarises,
"An important and often neglected prerequisite for the usefulness (and
acceptance) of indicators is that the users must understand them.
Indicators are also a means of communication. Any form of
communication requires understanding by all the partners participating in
the dialogue in order to move towards SD. The indicators should ideally
be fully transparent, and the users should be empowered in order to be able
to grasp their meaning and their significance in terms of their own values".
The problem however, with grasping meaning against one's own social values is
that those social values are dynamic. This requires therefore that any indicators
selected are flexible and allow for changes in what is understood by SD as a
concept. "Indicators cannot be absolute but must be relative to each society's
concepts, goals and values" (Dahl 1997:78). Yet the indicators also provide the
educative role of informing the public in order that information can be understood
against the background of their own social values either at a society level, as Dahl
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suggests, or at an individual level. Money (1997) suggests relating the
information to concepts that end-users can easily understand, thus for road users,
instead of recounting how many billions of miles have been travelled, the figure is
expressed in terms of an average distance per person.
4.4.6 Enables comparison
The need for the indicators to provide comparison is another criteria oft cited by
those organisations using ISD and will be important for the development of 1ST.
However, the ability to conduct the comparison relies on the compatibility of the
methodologies and the region studied. Unsuitable comparisons threaten the
credibility of the indicators. The WTO (1995:27) explains their aim to, "Where
possible, use indicators that allow for comparisons between sustainability
performance in the study area and in other jurisdictions. This comparison, of
course, depends on data availability and on how consistent data collection
methodologies are across jurisdictions. However, assessing the study area in a
wider context would provide an additional useful benchmark for analytical
purposes, helping to create a common baseline set of core (and ecosystem
specific) indicators". What the WTO analysis excludes (because it was beyond
the study parameters) is the likelihood of comparisons being easier to understand
for the general public. While comparisons will provoke extra criticism, there can
be no doubt that providing the general public with a point of comparison and
giving a sense of relativity to the issue makes understanding easier, in the same
way that chronological comparisons aid understanding.
The problem with requiring that indicators can be comparable is whether the
differences that exist in the areas of study are sufficient to diminish the benefits of
comparison (Bilharz 1997, Gallopin 1997). Berger (1997) draws attention to the
natural environmental processes that will affect the rate at which pressures
manifest themselves in impacts. The French philosopher Jean Jacques Rousseau
had earlier considered the effect of these environmental differences on the effort
needed to replenish an environment (the response) the further one travelled from
the equator (Rousseau 1968). Bakkes (1997) believes comparison is confounded
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by the different stages of development regions face and thus their different
indicator needs.
In addition to comparisons across geographical areas, comparisons can be made
across industrial sectors. Payne (1993) believes that despite the obvious
differences between sectors, it should still be possible to make valuable
comparisons. The Dow Jones Sustainable Group Index (DJSGI 1999) provides an
interesting example of this need. The aim of the index is to determine the
sustainability of the leading companies globally and then to provide potential
investors with the information, on the basis that more sustainable companies make
more attractive investment opportunities. The DJSGI enables sectoral comparison
by scoring companies against a mix of industry specific and general questions to
produce the final index of sustainability. Similarly, the WTO has overcome the
problem of comparison within an industry sector but across diverse geographies
by dividing indicators into core and ecosystem specific indicators, with a further
group of "hot-spot" indicators specific to that destination or resort. However, the
WTO is concerned that the indicators it has developed be used to compare resorts,
and believes that because of the diversity across resorts, to develop indicators that
enabled comparisons would not be "suitable in all instances" (WTO 1993:24).
Yet, the examples of the DJSGI and the WTO show that indicators can be
developed that recognise local specific or sectoral differences while providing
beneficial comparisons, albeit accompanied with the appropriate provisos. Dahl
(1997:78) confirms this possibility, "If measures of sustainability are to be
globally relevant, they must be designed so that they have sufficient flexibility to
assess common themes, dimensions or trends of sustainability".
4.4.7 Appropriate to the scale of operation
ISD can be measured at a variety of levels of operation. Moldan (1997) suggests
the need for more indicators at a household level rather than the current
preoccupation with national and international level research. Dixey (1998) writes
of the work that her organisation is doing at a resort level to indicate pressures,
state and responses, while the DJSGI concentrates on the corporate group as a
whole and how it is performing. LA21 has ensured that local and regional
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authorities around the world are required to provide measures of key issues
pertinent to that geographical district and at a UK national level, the attempts at
1ST development by DCMS and ISD by DETR have been mentioned.
Internationally, the EEA covers European member states, the OECD covers
developed countries and the UNCSD takes a global approach to measurement.
The effect on criteria for the selection of indicators is that they should be
developed appropriately for the scale of operation. Zentilli (1997) believes that
this multiplicity of approaches is a strength of ISD, and the many angles
researchers have been able to tackle the issue from has all added to the total body
of research. Rutherford (1997) agrees with the need to tackle the puzzle from as
many different perspectives as possible and because of the current concentration
on national level indicators states there should be more focus on lower level
analyses in the future.
Payne (1993) suggests because of the potential problem of data availability,
measurement programmes at different levels should be blended together by
aggregating or disaggregating data in order to reduce costs. However, while it is
indeed desirable for indicator programmes to be part of any wider monitoring
programme, Peterson (1997) warns us of the potential problems to data validity
caused by the degree of aggregation to ISD. This relates back to the section on
the need for data to be reflective of the local diversities and yet flexible enough to
provide opportunities for comparison.
A further problem of trying to provide measures across a range of areas is that
increasingly with an interconnected world, the pressures, states and responses are
not neatly contained within the one geographical area of study. Pollution from
British factories causes a change in the state of German and Scandinavian forests,
which necessitates a change in policy at a European level. This has led
Rutherford (1997:150) to opine, "Given these difficulties of linking pressure, state
and response within a single country, many analysts have concluded that it is best
to focus just on the pressure indicators". Thus in choosing 1ST, the geographical
scale of study will influence the full range of indicators selected.
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In addition, the time period of study must influence the 1ST selected. The canary
is often cited as an early form of indicator for miners against the dangers of gases
reaching a dangerous level. However, what the canary was not able to indicate
was the more long-term danger of emphysema, which arguably has been more
pervasive. Both Dahl (1997) and Tschirely (1997) note the dangers of politicians
and planners who think in five-year cycles with twenty years being seen as the
long term. Yet, given the context of renewable resources and ecosystems, then it
would not be unreasonable to think in terms of hundreds of thousands of years.
This returns to the political nature of SD as a concept as discussed in chapter two,
however, it is important for indicators selected to be measurable over a continued
period of time and not just to suit political expediency.
4.4.8 Cost-Effective Indicators
The need for information collected to be cost-effective was often cited as a
criterion for indicator selection. This is an axiom in a world where decisions
increasingly need to be transparent and so there must be a return on any money
spent whether it be private or public money. The main determinant of whether the
indicator process is cost effective or not, is whether the data is already available
through another source, or if a new data collection exercise needs to be conducted.
The WTO and EEA both blame their lack of success in indicator development on
the lack of availability of data and yet one of the key criteria for the selection of
indicators for DCMS is to avoid new data collection. This leads the cynical to
suggest the 1ST programme by DCMS is tokenism rather than a real commitment
to develop indicators that will perform the task they are required to. Instead,
because of an inability to spend what is necessary, the very credibility of the
programme will be threatened. If the information is to be cost-effective, then
those commissioning the research must acknowledge that there is a threshold limit
of expense below which the information provided cannot be effective.
4.4.9 Timely indicators
Related to the need for cost-effective data is the need for information to be timely.
This can be helped by the increasingly widespread use of consistent
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methodologies. By employing the same approach to the calculation of the
information, not only can the data provide time series analyses, but it will enable
the data to be collected more quickly and thus produced in a more timely manner.
Further, the acceptance of consistent methodologies makes a tacit
acknowledgement of the need for ongoing collection of data. Haardi (1997) refers
to the ten "Bellagio Principles" for the measurement of SD (from a conference on
ISD in the Italian city of Bellagio), which has as its last principle, the requirement
that there be institutional support for continuing data collection, maintenance and
documentation.
Peterson (1997:56) warns, "...the poor quality, inaccessibility and irrelevance of
existing data are more pervasive constraints to reliable indicator modelling than is
commonly thought". The above section has demonstrated the criteria that the
main institutions involved with developing ISD are using and the problems they
face. In order to avoid the constraints of superfluous data, weak data, inaccessible
data, or any of the other issues raised, this research will adopt the main criteria
identified above plus criteria specific to the aims of the research as a filter for
those 1ST selected. In this way the 1ST can reflect best practice and the aims and
objectives of this research.
4.5 The Future for ISO
Kerr (1997) discusses the programme of ISD in Canada and the use made of
computer software to enable local communities to track their progress towards SD.
The software enables communities to compare their results against other
communities on standardised issues or against the national trend. The benefit of
such an approach is its flexible and interactive nature, allowing and encouraging
public support for the programme of SD itself. Berry (1997) also reports on the
US programme, which is developing a similar low cost, user-friendly electronic
approach to giving greater access to ISD. Zimmerman (1997) details the
computer programme originally developed by NASA, which allows access to a
database on adherence to international treaties. This software allows the user to
ask questions of the programme in pre-structured formats and determine how
successful various treaties have been in meeting their targets. Zimmerman
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(1997:271) believes the aim of the site is to "make it easy to compare participation
across nations and treaties", and could even be extended to a local level and the
adherence to national policy.
It is Baldces (1997) who takes the sum of all the parts and suggests a software
programme in which the end-user can choose their own ISD in a model and make
comparisons with other areas/sectors. This achieves the goal of involving the end
user with the selection of indicators and takes the process of weeding out
superfluous indicators a stage further. However, ISD are chosen as a set to
achieve a specific aim, the representation of progress (or otherwise) towards
sustainability. If ISD are selected and de-selected, then does the remaining set
still represent the goals of the original set? It seems obvious that the answer is no.
However, what such a process would achieve is the increased involvement of the
end-user, which in turn would allow greater understanding and acknowledgement
of the problems and so consolidate the stage two position in Moldan's (1997)
five-stage process in figure 4.1 above. Baldces (1997:386) summarises, "The
freedom to choose indicators from the 'menu' is necessary. Yet, there also has to
be some way to allow for an assessment by the user, whether or not the set of
indicators selected maintains the broad coverage of the framework". Thus, the
choice again becomes one between scientific accuracy and the need for public
support and awareness of key issues rather than the set in totality. This research
aims to develop a complete set of indicators that can measure the movement of the
tourism industry towards sustainability, but then allow the public to chose the
indicators they are most concerned with. This mirrors the dichotomy Bakkes
(1997:379) presents, "Indicators are always a compromise. Their design needs to
optimise between relevance to the user, scientific validity, and measurability".
This chapter so far has shown how ISD have developed from their first inception
to the point where today they are being used to enable the general public to
establish how well their locality, region, industry, nation is fairing against set
issues. The criteria presented show the problems that are faced in the
development of ISD, and show how for all the attempts to make indicator
selection and use a science, it very much still depends on subjective choice.
However, this should not be seen as a weakness; utility, quality of life and SD are
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subjective concepts and so it is argued that the tools used to measure these
concepts should also contain a subjective element. The difficulty lies in ensuring
that the total set of 1ST from which end-users can chose are as complete and
objective as possible, while the choice of indicators from this total set represents
the subjective element. The chapter has also presented the case for 1ST to be
constructed that allow the end-user in general, and the general public in specific,
to have access to information on the state of an area/industry with regard to SD.
The next section therefore must address whether, armed with this potential, the
general public is willing to use the information to promote SD.
4.6 Is There Evidence of Consumers Using Product Information to Promote
SD?
4.6.1 Green Consumerism
Ottman (1992:3) defines green consumerism as "individuals looking to protect
themselves and their world through the power of their purchssing decisions. In
their efforts to protect themselves and their world, they are scrutinizing products
for environmental safety". This definition contains two motivating forces for
seeking product information and taking action; to protect oneself and to protect
one's world. It is the contention of this thesis that these two forces are not mixed
evenly, but by tying the protection/enhancement of the world to the
protection/enhancement of individuals, twin goals can be achieved.
There is a plethora of authors who believe the green consumer is taking over.
Wight (1993:3) states, "There is no question that the marketplace is becoming
'greener', or more environmentally sensitive, both in terms of awareness and in its
desire to contribute through its efforts a more sensitive approach to numerous
activities and purchases". Middleton and Hawkins (1998:12) concur, "...we
believe there is overwhelming evidence of customer preferences for product
qualities that are unambiguously concerned with environmental quality at chosen
destinations". Yet, Swarbrooke (1996) confirms what these authors show, that
there is generally a lack of evidence to support the bold claims made because such
information is commercially sensitive and difficult to collect without co-operation.
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This is certainly the case in determining the reasons why consumers make the
choices they do, although, as stated above, it is contended that at best, the
dominant motivations can be considered one of selfish altruism.
Ayala (1995) states the total global market for environmentally friendly products
to be worth US$200bn p.a. and rising rapidly, while the market for nature based
tourism is predicted to be growing at between 25 and 30% annually to reach
US$300bn by 2000 (McBoyle 1996). A Market Opinion and Research
International (MORI) (MORI 1997) survey of UK consumer attitudes to the
environment and tourism showed 61% of consumers thought it was "very" or
"fairly" important for any travel company that they dealt with to take into account
environmental issues. This represented a rise of nine percentage points over the
answers received to the same question when asked in 1995, while the figure rose
to 77% when consumers were asked to consider companies from industry in
general, illustrating tourism's smokeless image (Worcester 1999). Consumers
also stated that they would be prepared to pay £7.10 (mean score) extra to ensure
the tour operator they travelled with was committed to environmental protection
and £7.50 for the same commitment from accommodation providers (MORI
1997). Further, a Co-op survey (Co-op 1998) found that 76% of their customers
were concerned about the pollution levels in the tourism resort, 73% wanted
information on the effects of tourism on the natural and societal environment in
the destination, 67% wanted information on the human rights record of a country
and 55% wanted to know about the general wage levels of tourism workers in
their resort.
Yet, a weakness of much of this research is the distinction between what survey
respondents say and what they actually do or ask for. Maloney and Ward (1973)
describe the strong link between what is said and what is done as our "verbal
commitment", while Mansfeld (1995:73) is of the opinion that for the tourist
"...real world choice behaviour.., might differ substantially from the way in
which he would ideally desire to act". Thus, a survey by Research International
(The Observer 1996) of UK attitudes to green products that showed 90% of
consumers wanted action to clarify the environmental boasts made by companies,
can either be seen as a sign of real intent by consumers, or a view expressed in an
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ideal world. In the same survey 20% of respondents said they bought products
because of the product information, or labelling. This would seem to be a more
realistic figure for consumer involvement with product information, because
although still open to dishonest answers, the question does ask the consumer
about their actual purchasing behaviour rather than the slightly hypothetical
question relating to what the consumer would like to see with regard to product
information. Williams, Shaw and Griffiths (1996) agree that an accurate measure
of attitudes and likely behaviour on holiday can be ascertained by asking
consumers about, or observing consumers during their daily activities and
behaviour at home. Swarbrooke (1996:A70) also concurs, "People do not buy
holidays in isolation, they are an extension of everyday lifestyles and are usually
linked in some way to how consumers buy other products...It is also likely that
the messages a customer responds to when buying food or clothes or
entertainment may well be similar to those they respond well to in relation to
tourism products".
Perhaps the biggest example of a change in consumer behaviour is the move to
more organic food despite its extra cost. During 1986 one of the UK's leading
supermarkets sold ten organic product lines and now is selling over fifty times
that amount with sales increasing one hundred and twenty five fold since 1995
(The London Evening Standard 1999). Nationally, the market for organic food in
the UK is estimated to be worth £500m in 2000 and be worth 10% of the total
food market by 2005. Ottman (1992) quotes research from the Market
Intelligence Service ltd that shows how in New York, of all consumer products
introduced in 1991, 13.4% were positioned as green, up from just 4.5% in 1989.
Similarly, green consumerism has resulted in the UK supermarkets considerably
shifting their position over the labelling of foodstuffs with Genetically Modified
(GM) ingredients. A previous campaign against supermarkets to introduce a more
ethical trading policy led one commentator to observe, "in this process of flexing
their muscles, consumers are creating a new form of citizenship" (The
Independent 1997). This reflects the sentiments expressed by Raymond E.
Thomas (quoted in Smith 1990) over a quarter of a century previous;
"Every purchase of a product or service could become a 'vote' for a
marginal change in the shape of society, as well as for the product
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purchased. For example, Procter & Gamble and Unilever share the
detergent market in this country, and to all intents and purposes, despite
differing advertising, their products are the same. But the social impacts
of these two companies differ substantially. If they chose, or were
compelled to broadcast those social impacts, detergent buyers in their
purchasing could vote for their preferred set of social impacts. ..Armed
with social impact data, adequately presented by firms, the public at large
could truly participate in shaping society by the exercise of purchase
votes".
The goal of increased social reporting is becoming more of a reality amongst the
largest companies in the world, although for the smaller and medium sized
companies the idea is still nascent. In 1993 only three of the FT-SE 100
companies produced a separate environmental report to accompany their financial
reports, but this had increased to seventy-nine by 1996 (The Times 1997c). When
this was extended to all UK companies, only 28% produced the separate
environmental reports, as compared to 43% of all US companies. Indeed, the
level of reporting has reached such a sufficient level to command annual awards
for the most revealing and best-constructed environmental report. The winning
report in 1999 went to Anglian Water for the manner in which the report related a
wide range of social and environmental issues in a reader-friendly style, mirroring
the trend in financial reports to make them understandable to the individual
investor, who plays an increasingly prominent role in the shareholding (The
Independent 1999b).
4.6.2 Tourism Products
Dinan (1999) believes that although much of the evidence into consumer's search
for product information comes from Fast Moving Consumer Goods (FMCG) it is
dangerous to draw lessons from the research because of the differences between
these products and the tourism product. However, if research into FMCGs does
bias the picture of consumers' requirement for product information then there is
evidence of green consumerism to be found from within the tourism and
hospitality industry. The Civil Aviation Authority (CAA) funded Air Transport
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Users Council (ATUC) in 1997 published for the first time a league table of the
best and worst airlines for delays suffered during the previous summer's peak
season as a response to consumer requests (The Times 1997a). Similarly, the
survey of UK beach and coastal water quality publishes its results in the annual
"Reader's Digest Good Beach Guide" such is the interest amongst potential
consumers for greater information on which beaches meet or fail quality standards.
While, Smith (1991) quotes research showing between 11% and 25% more
business is attracted to beaches upon receipt of a EU "Blue Flag" recognising
quality and safety. The research by MORI (Martin 1997) into tourism and the
environment shows a doubling, from 14% to 28%, from 1988 to 1996 in the
percentage of respondents meeting what the research describes as "environmental
activist" status, while the amount of "green consumers" had risen from 19% to
36% over the same time period. In the case of both of these figures, the
percentages had dropped from their highpoint during the early '90s, but did seem
to be constant at their present levels. As an example of actual behaviour,
McBoyle (1996) recounts the level of questions pertaining to the environment that
arise during tours of Scottish distilleries, not an activity that one would readily
link with the environment.
However, despite the wide definition of "green consumerism", the concept is far
from having universal coverage amongst consumers. Consumers still buy
products that they know fail to protect themselves or their families, and so it is an
axiom that products are still consumed which fail to protect the wider world.
McKercher (1993b) also reminds us that the sixth fundamental truth about tourism
is that tourists are consumers, not anthropologists and the seventh fundamental
truth is that tourism is entertainment. While, Middleton and Hawkins (1998:28)
believe in the ultimate power of the green consumer, they question the way in
which the consumer influences the provision of goods, "The key pressures for
change within the European market are not being brought to bear by the visitors
themselves. The evidence indicates that tourists are not specifically demanding
so-called 'green' or 'eco-labels' on the products they select, but they will not
return to destinations which fail to offer environmental quality as part of the
tourism experience". Thus the change in the nature of products demanded is not
through consumers seeking product information, but through an experiential
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process in which non-environmentally friendly goods are rejected after
consumption.
Middleton and Hawkins (1998) continue to make their case for the change in the
consumer market by citing the growing education of the public towards the
environment through the formal schooling process. This vitiates their argument
that the changing market is an experiential one, as the increased awareness
provided by formal education must result in any change in consumption before
consumption, rather than after consumption as would be necessitated by a trial
and error learning process. Wight also (1993:8) disagrees,
"Consumers are switching allegiances, challenging traditional ethics, and
actively seeking out products that are perceived to fulfil their needs, even
if more costly. They do not look at the price of a product; they ask if there
is an environmental or moral issue involved. Tourists as consumers, are
asking questions, seeking creative travel alternatives, and are willing to
pay extra to obtain the travel experiences they desire" (emphasis added).
The research by Jamrozy, Backman and Backman (1996) further strengthens the
view that consumers do seek product information prior to consumption. They
contend, consumers who are interested in an issue (protecting themselves or the
wider world) would be more receptive to information concerning that issue and
would also be likely to articulate their concerns and spread the message to others.
Stone, Barnes and Montgomery (1995) agree with this view and cite the rapid
increase in the membership of environmental groups in the US and Europe as
evidence of the increased involvement of consumers. In 1985 GreenPeace had
100,000 members in the US and Europe with a $1m annual budget, whereas by
1991 this had risen to 5million members and a $160m annual budget. Today, it is
estimated that one in ten of the British electorate is a member of an environmental
group (Radio Five 1997). As opinion leaders on a subject, the involved consumer
represents a target for organisations wishing to spread their message. With any
group of involved, receptive potential consumers, it is unlikely that an
organisation would simply wait for the consumer to establish their preferences by
trial and error, but instead would try to approach the consumer with product
information. Simultaneously, the consumer would be willing to accept this new
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product information as a shortcut to a product that meets the consumer's
necessary requirements on a certain issue. Moscardo (1998:11) reflects the same
sentiments but from the perspective of promoting conservation, he warns tourism
managers to "not fall into the trap of stereotyping tourists as lacking both
intelligence and interest. Rather they should recognise the power of tourism
audiences to spread conservation messages around the globe".
Arguably, the role of technology speeds this process, enabling both the producer
to reach the consumer faster, but also for the consumer to reach the product
information more readily. Wade (1997) believes that computer technology can
furnish the end-user with information in a more manageable form and even for the
end-user to dictate the form in which they receive that information. Such an
interactive and interrogative approach to information search represents the future
of product declaration, and one that sits easily with the developments of 1ST
discussed in the previous section.
4.6.3 Eco-labelling
Mihalic (1998:33) describes eco-labelling as "an effective market based
instrument, capable of reducing the negative impacts of tourism products,
production methods, services and processes on the environment, whilst at the
same time improving the environmental quality of tourism places". While the
efficacy of labelling to achieve all these goals can be disputed, the recent
proliferation of labelling cannot be questioned. One possible reason for the
explosion in popularity of labelling is as Hilary (1994) and Langer (1996) both
comment, the tedium involved in searching for product information and the cost
in terms of money and time means that a shortcut to the information is required.
Hilary (1994:72) believes that a symbol or label will "serve as a clear and credible
message to customers that the environmental aspects of the business are managed
effectively, reducing the desire of customers to question suppliers". Thus,
although labelling has its original intentions set in the improved management of
tourism, the supply side, labelling has been successful in influencing the patterns
of demand for a full range of products. Therefore, the sales imperative must be
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considered an important facet of the recently enhanced profile of environmental
labelling.
Middleton and Hawkins (1998) argue that because of the litigious nature of US
society, their laws on product disclosure are amongst the most stringent in the
world and so it is the US consumer who is driving the market for fuller product
information. Conversely, Langer (1996) in a study of European ski resorts
believes the developed German environmental education is what is promoting the
use of environmental labels. Indeed, the German "Blue Angel" eco-label, can be
applied to all products in Germany, and is recognised by over 80% of the German
population (TRINET 1999), something that intuitively helps explain the one in
two Germans who cite environmental factors as decisive in their final destination
choice (Ayala 1995).
For Muller (1992), the danger of using environmental labels is the over-
simplification of the information condensed within a symbol. One could cynically
argue that this is precisely the attraction of labelling for many, yet Muller (1992)
believes labelling should be replaced with a full product declaration, enabling the
consumer to peruse the information presented and make the purchase decision
based on his/her own conclusions rather than the standards of an unknown body.
Wight (1993) is similarly concerned with the standards against which labels are
judged. However, for Wight (1993) the problem is not with the amount of
information provided, but with the honesty and accuracy of the labelling. Wight
(1993:4) observes, "...there is considerable collective power resting within the
hands of the individual tourist" and this has attracted less scrupulous tourism
suppliers to provide false or misleading information in order to capitalise on the
demand. Such a scurrilous policy risks damaging the integrity of the original
concept as tourists are deceived and increasingly disenfranchised. Tilden (1957;
quoted in Bramwell and Lane 1993) delightfully comments, "It is not good to gild
the lily. Not only is the lily destroyed, but the painter has made the confession
that he does not understand the nature of beauty". However, such an obviously
sensible view ignores the short-term profit to be made from gilding the lily.
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To counter the false credentials that were being made about environmental
performance, in 1998 the UK government introduced the "Green Claims Code".
The code applies to all products, but has largely failed to achieve any success in
raising standards of clarity, honesty or accuracy. A survey by the Consumer
Association in 1999 found a confusing array of labels, symbols and logos, many
of which were misleading and incapable of being verified (The Independent
1999a). Analysis of 1400 food labels by a volunteer group of health professionals
found that almost half of the labels were "irrelevant, irresponsible, illegal or
illegible", and labelling practice was compared to a pair of fishnet tights in that it
"gives the appearance of full coverage, but is actually full of holes" (The Times
1999).
It is this potential abuse of labelling that prevents interested organisations from
entering the arena. WWF recognise the demand for product information and also
possess one of the worlds more recognised and respected symbols, yet have
considerable reserve over the potential abuse and damage that could be caused to
the logo (Insausti 1996). The Canadian government has attempted to tackle this
problem of companies using misleading claims by publishing its "Guiding
Principles for Environmental Labelling and Advertising" in 1991, through which
it intends to prosecute offenders (Kerr 1997). However, any such intentions will
have mixed success, as Baudrillard (1998) avers, the art of the advertiser is
precisely to deal in the vague and non-verifiable, this is what makes them so
successful. Yet, unless the more exaggerated claims of product suppliers can be
constrained, the consumer will rely on product information to a decreasing degree
and a potential approach to promote more sustainable products will be lost.
4.6.4 Codes of Conduct
Codes of Conduct can also be seen as a management tool that provides evidence
to support the thesis that consumers use product information to promote SD.
Codes of conduct differ from eco-labelling by attempting to influence behaviour
at a different stage in the purchase process, yet the proliferation of codes must
point to some success. Dinan (1999) questions whether developing codes, rather
than amending existing visitors behaviour is not just attracting a different type of
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consumer; one who is less impacting and more aware of the potentially negative
effects his/her behaviour could have. In such an instance, the codes of conduct
are acting not as a management tool, but primarily as a marketing tool in targeting
a different market segment. Further, Meade (1999) believes the market for
environmentally minded consumers is not simply a segment, but has reached a
point where all organisations need to develop and publicise their code of conduct,
not to become a market leader, but in order that they are not left behind and their
image tarnished.
4.7 Summary
This chapter has provided evidence from the literature to support the thesis that
indicators can be developed to provide the consumer with greater information
about SD. The chapter then examined the evidence to support the claim that
consumers are increasingly keen to use such product information and although
this may not be purely to promote SD, the self-interest of the consumer is often
allied to SD such that SD could be promoted through the use of ISD.
The evidence available on the use by consumers of product information comes
largely from the commercial world and so addresses not the reasons behind why
consumers use product information but to what extent they do use the information.
As a consequence, it is difficult to ascertain from the literature whether consumers
would use product information to promote SD, although evidence such as the
number of members of environmental groups would seem to indicate a concern
that stretches beyond self-interest. Further, examples such as those presented of
campaigns to promote ethical trading in supermarkets, or to rid the shelves of GM
foodstuffs have their origins in self-interest and yet (arguably) achieve goals
commensurate with greater sustainability. Codes of conduct and Eco-labelling
were presented as examples of management tools that have found popularity and
success by providing the consumer with greater product information, although the
risk of damaging the consumer's concern through dishonest reporting was also
discussed.
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CHAPTER FIVE: METHODOLOGY
5.1 Introduction
This chapter details the research methods employed throughout this dissertation
and the rationale for their selection. The general aims of the research were
identified in chapter one in order to provide a context for the review of the
literature that followed. The specific objectives of the research were also listed in
chapter one and are provided again below.
1. To develop a set of Indicators of Sustainable Tourism (1ST)
2. To receive expert opinion on a developed set of 1ST
3. To receive expert opinion on the value of those 1ST to achieve the
goals of the research
4. To receive expert opinion on who should be primarily responsible for
taking steps towards ST
5. To revise the 1ST in accordance with the opinion of the expert
respondents
6. To receive opinion from industry respondents on the developed set of
1ST
7. To establish what factors influence the degree of responsibility shown
by industry respondents
8. To establish what future directions of change the industry foresee with
regard to further responsibility
9. To determine when and why the industry would implement 1ST
10. To revise the 1ST in accordance with the opinion of the industry
respondents
11. To determine if consumers use wider product information to influence
their holiday purchase decision.
12. To determine whom consumers consider responsible for the provision
of this wider information.
13. To explore which indicators from the developed set of 1ST are of
concern to consumers.
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14. To identify if consumers would be willing to use the information from
the indicators in their choice of holidays
15. To revise the 1ST in accordance with the opinion of the consumer
respondents
The pertinent objectives are reiterated as an introduction to each of the following
results chapters. Collectively the achievement of these objectives will enable the
final chapter to determine whether a set of 1ST has been developed that can be of
value to consumers in the selection of their holiday to resorts that are moving
towards a more sustainable position. In so doing, it is hoped this will further the
adoption of SD principles into tourism.
5.2 Validity in the Research Process
Research utilising quantitative methods has long employed tests for validity of the
research methodology, while those researchers taking a qualitative approach have
only more recently begun to accept that the concept has relevance (Baker, Hozier
& Rogers 1994). The reason qualitative research has traditionally avoided the
issue of validity is, as Salner (1989:47) observes, "it lacks a foundation from
which one can assess the difference between objective facts and the subjective
conjectures of the researcher". However this highlights another reason for the
difference between the qualitative and quantitative acceptance of a concept,
namely the belief that there is a definitive truth to be obtained. Quantitative
research can imply to a greater extent that there is an absolute truth out there and
that if the research method is designed correctly and appropriately then it can be
determined and measured and the findings validated (Ryan 1995). Qualitative
research seems more given to accept that the truth is mixed, confused and
complicated and thus the findings may be less definitive (Cook and Crang 1994).
"To show that an interpretation is more probable in the light of what is known is
something other than showing that a conclusion is true. In this sense validation is
not verification. Validation is an argumentative discipline comparable to the
judicial procedures of legal interpretation" (Ricoeur 1979:90 in Salner 1989:63).
If validity measures the extent to which the research findings approximate the true
situation (which of course can never be fully known) then there can be no
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definitive rules in qualitative research as to whether findings are valid or
procedures robust. (For a full account of the philosophical considerations of
validity the reader is referred to Kvale 1989). Polkinghorne (1983:243) observes,
"When the guarantee that following a particular method will lead to truth is
removed, a search for a way to decide among fallible alternatives results is
needed".
Validity itself can be divided into its two constituent parts: internal validity which
relates to the test and the extent to which the measured item is what was intended
to be measured, and external validity which is concerned with the generalisability
of the results and the extent to which the tool can measure or predict other
phenomena. Frankfort-Nachmias and Nachmias (1996) distinguish between three
different basic kinds of validity, each of which is concerned with a different
aspect of the measurement process: content validity, empirical validity and
construct validity. This is compatible with Enerstvedt's (1989) view that validity
comprises the need for "constructing" (which occurs at a methodological level)
and the need for "justifying" (which occurs at a critical level). Sapsford (1999)
contends that validity can be considered through three stages. Firstly,
"measurement validity" asks if the method used is an accurate measure of what is
intended to be measured. Secondly, "population validity" requires an examination
of whether the sample gives a fair representation of the population. Finally,
"design validity" asks what arguments and conclusions are justified considering
the method of analysis used. This framework by Sapsford (1999) is adopted for
the presentation of this chapter, with each research stage split into its design,
administration and then method of analysis, and consideration given at each step
for the implications for the validity of the research.
The clear distinction of the different elements of validity does not mean that their
consideration should be separate from the research process. Indeed Kvale
(1989:78) warns that validation should be built into the process "with continual
checks of the credibility, plausibility and trustworthiness of the actual strategies
used for collecting, coding, analysing and presenting the data". The presentation
of the research methods in separate stages and separate steps within each stage
should not be taken as a sign that validity has been considered in this rather
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mechanical fashion. The issue of ensuring a valid final piece of research has been
paramount to the process given the exploratory and multi-disciplinary nature of
this research and has been integrated within each decision made.
5.3 Delphi Technique
5.3.1 Research Design
The aim of this initial research stage is to generate a set of 1ST and then to receive
expert comment on these 1ST as to their potential to assist in the identification of a
more sustainable path. Given the global importance of SD as a concept and the
increasing recognition of the need to develop ISD in general, the experts whose
opinions were sought are a geographically diverse group. Linstone and Turoff
(1975) describe the Delphi Technique as "...a method of structuring a group
communication process so that the process is effective in allowing a group of
individuals as a whole to deal with a complex problem". If 	 a topic could be
described as a complex problem and also one lacking in perfect knowledge then
sustainable tourism would appear to be it. The Delphi technique is described as "a
unique method of eliciting and refining group judgement based on the rationale
that a group of experts is better than one expert when exact knowledge is not
available" (Kaynak and Macauley 1984:90). Therefore, while the traditional
usage of the Delphi technique has been as a forecasting tool (Helmer and Resher
1960), a closely adapted approach could enjoy the benefits of generating opinion
and moving towards consensus on any issue which requires the input of such a
geographically disperse group of experts.
The Delphi technique uses a multiple round iterative process to generate a large
amount of information in a cost effective manner through creating a sense of
involvement amongst the respondents and ultimately determining whether a
consensus can be established on the subject in question. Green, Hunter and
Moore (1990) who use the Delphi technique as a way to assess environmental
impact of future developments, identify three rounds of the study as sufficient to
achieve group consensus and argue that any extra stages would incur diminishing
returns of increased convergence against declining response rates. This view is
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supported by the claim of Kaynak and Macauley (1984) that the Delphi is not a
decision tool, but rather a tool of analysis, and as such the aim is not to achieve a
definitive answer, but instead to aid in the development of a solution which can
base judgements on the Delphi results.
The first round that Green et al (1990) identify in the iterative process is a general
questionnaire which asks panel members to identify the issues relating to the
question under consideration, Taylor and Judd (1989) concur that the initial round
should use open ended questions to glean as much information in the exploratory
stage as possible. However, in a rejoinder to the article by Green et al, Wheeller,
Hart and Whysall (1990) criticise this preliminary stage because of its inability to
produce the level of information that a thorough literature review is capable of.
Simmonds (1977:24) in addition writes that the "key weakness in Delphi analysis
has always been that certain questions were not asked; they did not seem
important when the study started".
To counter this problem of not asking the key questions, the author conducted a
thorough literature review before beginning the Delphi and employed open-ended
questions and "conclusion statements" (Seely, Iglarsh and Edgell 1980). The
"conclusion statements" method of eliciting opinion presents respondents with
statements (in this, research indicators) for consideration, rather than asking
respondents to generate complete answers themselves. In the case of a new and
complex area such as 1ST, asking respondents to generate their own 1ST seemed
particularly onerous and imposing and very likely to result in non-response, or a
poor quality of response. Seely et al (1980) feels that non-response poses a
significant threat to measurement validity and so strengthens the overall research
validity for respondents to be able to comment on and evaluate existing answers
rather than to develop their own answers. In effect, the approach obviated the
need for the conventional first round of the Delphi technique.
In order to generate a set of 1ST for respondents to comment on, indicators
developed primarily by the UN (1996) and WTO (1993, 1995) with additional
input from other organisations and authors (OECD 1991, Craik 1995, Payne 1993,
Harris and Nelson 1993, Hart 1996, Hughes 1996, Peterson 1997) were filtered
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through a series of questions derived from the objectives of the research (see
Appendix 1). The selection of 1ST through this filtering process was subjective
and it has to be admitted that another researcher might have selected a different
set of indicators. However, by consistently applying the same questions to the
different indicators reliability was ensured, although a survey can be reliably
invalid. However, this filtering process did ensure that the "conclusion
statements" method as used by Seely, Iglarsh and Edgell (1980) could be
employed. Thus, while a degree of subjectivity was introduced into the research
through the filtering process, this enabled a stronger and better survey of expert
opinion to be conducted on the filtered 1ST and so strengthened the validity of the
research overall.
As a further step to strengthen the measurement validity of this stage of the
research, the Delphi survey was piloted prior to being sent to the sampled group.
Seven tourism academics were used to test the survey, thus largely mirroring the
group of experts identified by the sampling method. This process revealed a
number of semantic misunderstandings and changes were made accordingly, but
in general the survey was shown to be clear and easy to answer.
5.3.2 Research Administration
Taylor and Judd (1989) consider the most important potential weakness of the
Delphi technique to be of whom the questions are asked. Wheeller et al (1990)
cite the need for a "balanced" panel and accept that there must be an element of
judgement in achieving such a panel across a spread of experts from different
backgrounds such as academics, business representatives and local residents.
Thus, although there can be no right or wrong answers in selecting a group to
survey, in order to promote sampling validity it is essential to provide a clear and
rational explanation of how respondents are selected.
A sample of seventy-four individuals was taken from those who had published in
four major tourism journals (Tourism Management, Annals of Tourism Research,
Journal of Sustainable Tourism and Journal of Travel Research) on the subject of
sustainability over the two and a half years preceding the research (June 1995 -
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January 1998). A problem of this process was in establishing that the address
printed alongside the author's name in the article was still the correct address for
that author. Almost one-third (27%) of these authors had moved to a new address
from the one printed in the journal and this therefore necessitated an extra search
through databases such as Trinet, TOLERN and Internet Search engines to trace
the elusive authors (Miller & Snaith 2000). Using this sample technique, it is
acknowledged that there may be a bias of opinions represented in those that have
published as against those that did not. However, by taking a spread of journals
over a reasonable period of time it was expected that a wide range of opinions
would be represented. A further advantage of this sampling approach is that
Delphi surveys have often asked respondents to grade their own level of expertise
before responding in order that the value of each contribution can be determined.
Yet, by selecting respondents on the basis of them having had one or more article
accepted for publication via a double-blind, peer reviewed system, it was felt that
this provided a more rigorous test of expertise than did self-evaluation.
The first round survey used an email adaptation of the Dillman et al (1983) Total
Design Method (TDM) and achieved a 72% response rate (53 responses) of which
68% (50) were valid. To further strengthen the research instrument, the round one
questionnaire involved the extensive use of open-ended questions to achieve as
many comments as possible on issues relating to the value of the indicators to
attain their goal (See Appendices 2,3,4). For the second round, the mean score for
each indicator was calculated and recorded alongside the score that each
respondent gave to the indicator in round one and sent back for re-consideration
by each respondent. In addition, the comments made by respondents were coded,
indexed and tallied and, where appropriate turned into additional questions to
establish the depth and strength of opinion relating to that particular issue. This is
consistent with the Delphi technique whereby according to Uysal and Crompton
(1985:8) "additions and comments from earlier rounds are taken into
consideration so that ultimately the most desirable solution emerges from the
collective knowledge of the experts". Round two again used the adapted TDM
and received a 78% response rate (39), although two of these were received after
the deadline for replies to leave a 74% response rate (37). The two rounds of the
survey generated over 865 comments, which fuelled 37 extra questions in round
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two and helped to strengthen the understanding of the factors which respondents
felt should shape indicators.
5.3.3 Method of Analysis
Seely et al (1980), Kaynak and Macauley (1984), Liu (1988), Green et al (1990),
Moeller & Shaeffer (1983), Miller (2001a) all use the mean score to measure the
control tendency and the standard deviation to measure the degree of convergence
which it is hoped would increase with successive rounds. This research showed a
very slight increase in the convergence in round two from round one although no
significant movement in the mean scores, thus it was felt that continuing the
research for further rounds would not produce any worthwhile extra convergence
of opinion. Liu (1988) experienced a similar lack of movement on several of his
research issues from round one to round two, and considered that this showed a
consistency of opinion over time. However, it is perhaps symptomatic of
academic involvement in tourism, that even with the opportunity to agree and
with no ego involvement (the "halo" effect), the multi discipline nature of
respondents means they did not feel able to achieve greater agreement.
Alternatively, it may be the case that without the groupthink, or the "bandwagon"
effect it is not possible to achieve a consensus.
5.4 Industry Interviews
5.4.1 Research Design
The aim of this section of the research is to receive further comment on the
indicators developed to measure movement of a tourism resort towards more
sustainable tourism. This section of the research aims to receive that comment
from what can be referred to as "industry" as distinct from the previous research
that targeted "academics" and the final phase which surveyed "consumers". In
addition to soliciting comment on the indicators, the Delphi Survey identified a
number of issues that the interviews with industry aims to explore further and
understand from the respondents' different perspectives.
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The respondents for the Delphi survey were chosen because of their expert
knowledge on the subject of sustainable tourism and thus a mail survey was
appropriate as there was no need to explain complex and new concepts to the
respondents. However, in seeking to elicit opinion from industry representatives,
the level of technical understanding of the respondent could not be pre-established
and so a research methodology that allowed the researcher the opportunity to
clarify and explain concepts was required. Furthermore, improved measurement
validity in the study could be achieved via face-to-face interviews by enabling the
researcher to instantly verify any comments which otherwise might be
misunderstood or misinterpreted if written (Frankfort-Nachmias & Nachmias
1996). The potential weakness of face-to-face interviews is the opportunity for
interviewer bias to invalidate the results.
Forsyth (1995), Curtis and Busby (1999), Carey, Gountas and Gilbert (1997) in
their studies of the UK tourism industry all use in-depth interviewing because of
the control this approach affords the researcher over the interview and yet allows
the respondent the opportunity to speak in their words on issues that they consider
to be important rather than responding within the predetermined categories
identified by the researcher. Schoenberger (1991:180) extols the virtues of the
corporate interview "in periods of economic and social change that challenge
traditional analytical categories and theoretical principles". The results of the
literature reviews show that sustainable development is a concept with the
potential to challenge traditional ways of thinking and thus as a topic lend itself to
this type of research methodology. Marshall and Rossman (1995) argue that
"elite interviewing" allows the respondent to comment on the issue under
discussion in relation to the overall view of the company and with regard to other
organisations in the industry. A problem with this research process however is,
"the interviewer may have to rely on sponsorship, recommendations and
introductions for assistance in making appointments with elite individuals"
(Marshall and Rossman 1995:83). A further problem identified by Marshall and
Rossman (1995) is the potential for the respondent to try to dominate the
interview because of their experience and position in the industry. While this
problem can be overcome by the skill of the interviewer, the low level of
researcher input does provide an antidote against the potential charge of the
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researcher leading and biasing the respondents' replies. An example of a transcript
from the industry interviews is provided in Appendix 11.
5.4.2 Research Administration
The difficulty in choosing the sample frame rested with which organisations
constitute the "tourism industry" and could contribute meaningfully to the
research aims whilst also ensuring compatibility across the markets served i.e.
inbound and outbound tourism. Forsyth (1995) divides the industry into seven
sectors; tour operators, travel agents, hotels, carriers, tourism associations,
national tourism offices and consultancies. Of these, the research parameters
exclude transport. Consultants and academics were surveyed in the Delphi survey
and travel agents were seen as the retail outlet of the tour operators in an
increasingly vertically structured industry. To interview UK hotels would then
mix the providers of the tourism service for UK inbound and outbound, thus UK
hotels were excluded from the research and the UK government was added. The
implications of this selective sampling is that caution must be exercised in the
interpretation of results and the extent to which fmdings can be considered beyond
the limits of the sample used.
The sample of tour operators was taken from two sources. The Federation of
Tour Operators (FTO) is a trade association that represents the largest of the UK
tour operators and at the time of the research there were nineteen members. The
heavily concentrated and oligopolistic nature of the UK tourism industry means
that it is essential for the views of these large organisations to be represented if the
research is to be considered valid beyond the niche and specialised markets
(Evans & Stabler 1995). The Association of Independent Tour Operators (AITO)
represents smaller, independent tour operators and at the time of the research there
were over two hundred members. An initial phone call to each of the FTO
companies identified whom the most appropriate person at a managerial level in
the company to speak to would be and then a letter on University headed paper
was sent to the named person. The letter explained the aim of the research,
outlined the issues that the discussion would include, promised anonymity of
responses and also offered a copy of the findings to all participants (see Appendix
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9). Enclosed with the letter was a briefing document that listed all the indicators
revised after the two rounds of the Delphi survey. By enclosing the indicators it
was hoped that the respondents would be able to give the indicators greater
consideration than if they were just presented during the interview. A phone call
followed the arrival of the letter in order to arrange a date for the interview at a
time convenient for the respondent. The same process was followed with AITO
companies and the National Tourist Offices (NTO), although due to large
population sizes, random samples of twenty were taken for both groups. A
random sample was garnered by taking one organisation, corresponding to the
number generated from a computer software package, for every alphabetical
section of the directory (minus U, V, W, X, Y, Z). The sampling of five Non-
Governmental Organisations (NG0s), three Trade Associations and the three
Government departments with a responsibility for tourism was not random but
judgemental, although otherwise followed the same methodology.
Table 5.1 shows the responses received (or not) from the organisations
approached. During the course of the interviews, an NGO that had been
conducting simultaneous interviews with tour operators commented on the near
impossible task they had had in securing interviews with senior personnel. While
these problems do reflect Marshall and Rossman's (1995) warnings about the
problem of trying to secure meetings with elite members of an organisation, this
research achieved a 55% response rate.
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FEDERATION OF TOUR OPERATORS SAMPLED (N=19)
Success Face to face interview conducted (n=6)
Telephone interview conducted (n=1)
Non-success Considered the research not relevant to the organisation (n=3)
Failed to return calls, faxes, emails and second letter (n.---8)
Expressed regret at being to busy to co-operate (n=1)
Made redundant (n=1)
Association of Tour Operators Sampled (n=22)
Success Face to face interview conducted (n=7)
Telephone interview conducted (n=1)
Non-success Considered the research not relevant to the organisation (n=5)
Failed to return calls, faxes, emails and second letter (n=6)
Expressed regret at being to busy to co-operate (n=1)
Made redundant (n=1)
Non Governmental Organisations Sampled (n=5)
Success Face to face interview conducted (n=5)
Trade Associations Sampled (n=3)
Success Face to face interview conducted (n=2)
Non-success Expressed regret at being to busy to co-operate (n=1)
Government Departments Sampled (n=3)
Success Face to face interview conducted (n=2)
Informal face to face discussion (n=1)
National Tourist Offices Sampled (n=20)
Success Face to face interview conducted (n=1)
Telephone interview conducted (n=10)
Non-success Referred to Ministry for Tourism in the home country (n=6)
Failed to return calls, faxes, emails and second letter (n=3)
Table 5.1 Results of sampling of industry representatives
The face-to-face interviews lasted between 45 and 90 minutes and the telephone
interviews lasted between 20 and 40 minutes. It is an interesting feature of this
research that respondents were able to answer questions for long periods of time
on the telephone and yet did not feel able to fix a time for the researcher to come
to their offices. This was especially the case with the NTOs.
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5.4.3 Method of Analysis
Ritchie and Spencer (1994) suggest a five-stage framework for the analysis of
qualitative data to ensure the internal validity of the results. The first stage is one
of "familiarisation" with the data in which an overview is gained by reading and
rereading the original transcripts. Marshall and Rossman (1995:112) observe, "In
qualitative studies, data collection and analysis go hand in hand to promote the
emergence of substantive theory grounded in empirical data". To this the
researcher would add that the process of transcribing the recordings of the
interview further helped him to become familiar with the main responses from the
interview.
The second stage of Ritchie and Spencer's (1994) model is to develop a thematic
framework within which the data can be organised. As the industry interviews
followed the Delphi research approach in which topics of concern were raised, the
semi-structured nature of the interviews meant that the questions asked largely
provided the framework within which the results were to be analysed (see
Appendix 10). Thus, the framework was already developed from the previous
research stage. The third stage was to code and index the transcribed interviews
according to the thematic framework. This analysis of the data was conducted
manually rather than by employing any of the computer packages such as
NUDIST that are available. Thus, a large notebook was used to house clippings
from the transcripts of each of the interviews as they related to each part of the
thematic framework. This enabled links to be physically drawn within the
framework and theories developed more fully than would have been the case
using a computer package. Jensen (1989:99) believes that the principle benefit of
the various computer packages is that they make the data "more manageable and
more accessible to other researchers". However, it was felt, that although the
research produced a wealth of data, it was well structured and not of an
unmanageable size. Further, by promising anonymity to respondents rather than
confidentiality, the results stage of this dissertation can use the verbatim
transcripts of the interviews, thus making the raw data available to other
researchers and further enhancing the validity of the research (Miles and
Huberman 1994). Rather than physically cutting sections from the interview
130
Chapter Five - Methodology
transcriptions, Dinan (1999) and Cook and Crang (1994) used an index card for
each theme and recorded on it the location of each occurrence in the materials.
However, they expressed their confidence that analysis manually by whichever
means was a more than equal alternative to computer-aided software.
The fourth stage of the framework is to chart the data as a means to develop a
picture of the way in which all the separate headings fit together. The final stage
seeks to interpret the reasons for these connections or patterns. The strength of
Ritchie and Spencer's (1994) framework is that it promotes a clarity and visibility
of process to other researchers. Ideally, the whole process should be subject to
external review in order to strengthen the claims for validity (Miller 2001b).
5.5 Consumer Interviews
5.5.1 Research Design
The final stage of the dissertation sought to determine if consumers would be
prepared to use the indicators that had been developed through the earlier stages
of research. To achieve this goal it was necessary to gain access to potential
tourism consumers and to solicit their opinion on issues, of which many were
relatively complex. One alternative would have been to use in-depth interviews
and qualitative research to explore the depth of consumer's knowledge on the
issue. Such an approach could have been utilised as the first research stage in the
overall process — to find the areas that consumers were interested in and then
develop 1ST accordingly. However, because of the low level of general
knowledge that consumers have, (MORI 1997) and the desire to develop 1ST that
offer potentially a wider picture of sustainability than the consumer is interested
in, this approach was discounted. Thus, having developed the 1ST using in-depth
methods, the final stage required a quantitative approach in which the opinion of a
large number of consumers could be sought and the appeal (or otherwise) of the
1ST to the consumers determined. The exploratory nature of the research meant it
was of more value to understand the spread of opinion from a large number of
respondents than to obtain a deep understanding of the views of just a few.
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Self-administered questionnaires are cheap and quick to administer and so offer a
good opportunity to obtain the largest possible response from a limited time and
financial budget (Frankfort-Nachmias & Nachinias 1996). However, this
approach is usually coupled with a mail survey and lacks the ability to explain
complex issues to respondents should they not understand the question. For this
final research stage, the intended population was to be tourism consumers who
could not be expected to understand concepts not central to talcing a holiday.
Thus, having the ability to offer explanation and assistance was seen as an
essential element to the successful completion of this stage. However, the
research also needed to sample the large numbers that could be obtained from a
mail survey.
For any mail survey there is a risk that the intended person is not the one that
completes the questionnaire. While this problem can be overcome by the
inclusion of questions that ask about the person who did complete the survey, in
this study there was a potential problem that respondents with no intention, or
ability to take a holiday complete the survey. Such an approach would, therefore,
risk a large number of non-responses or ruined responses, a problem common to
mail surveys and one that would defeat the need for a large surveyed sample.
The solution lay in the Destinations 2000 Travel Market, sponsored by the Daily
Telegraph and BAA, and held at Olympia from 10 th-13 th February. This event
attracted over 40,000 people in 1999 and, being held at the peak of the booking
season, ensures access to tourism consumers in a relaxed and appropriate
environment. Over 350 organisations were exhibiting in 2000, and one
organisation, the Centre for Environmentally Responsible Tourism (CERT), was
willing to allow this research to be conducted from their stall at the event.
Combining self-administered questionnaires with face-to-face delivery of the
survey achieved the advantages of a high number of respondents and avoided the
disadvantage of misinterpretation or non-comprehension. A further advantage of
self-administered questionnaires is the standardised nature of their delivery and
thus the reduction in interviewer bias intruding on the research, which could
otherwise threaten the reliability of the research. Kelly (quoted in Sapsford
1998:107) defines reliability as "that characteristic of a test which measures its
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insensitivity to change". Although the questionnaires were handed out personally
and any questions that respondents asked were answered, there was little
interaction with the respondents that might create a sensitivity to change and
threaten the reliability of the survey. However, Grebenik and Moser (1962:16)
see the process of data collection as a "continuum of formality" in which the more
formal methods are very standardised and yet lack the personal touch necessary to
put respondents at ease and answer honestly. Conversely, informal methods of
data collection are more difficult to standardise and therefore sensitive to change.
Again, the research at Olympia combined the advantages of a standardised
research format with the intimacy of a face-to-face interview.
A concern in any research is the extent to which respondents will give the socially
desirable answer rather than the one that truly reflects their feelings. A further
concern is the weakness of beliefs held by respondents not being predictive of
behaviour, even if the answers received reflect the genuine beliefs held by
respondents. These weaknesses are exacerbated when the research concentrates
on hypothetical questions or intentions to do something. Thus, as far as possible,
questions should concentrate on actual behaviour to limit the potential for invalid
answers. Validity of measurement is further improved by the concealment of the
true focus of the research to make it more difficult for respondents to identify
what the socially desirable answer is.
Routing can also be used as a method of strengthening the measurement validity
of the research tool, through the avoidance of "asking questions repetitively, or in
contradiction to what the respondent has just said, and thereby annoying him/her"
(Sapsford 1998:120). The careful ordering and phrasing of questions also serves
to reduce the potential for respondents becoming angered or offended by the
research, and so strengthens the validity of answers received. Thus, the first
questions ask about the behaviour of consumers with regard to day-to-day
products. The next section then focuses on how these attitudes affect the
consumption of tourism products and services. The main part of the research is
contained in the third section of the survey. This section explores attitudes to the
1ST developed by the research up to this point. The final section of the
questionnaire asks questions about the respondent. It is common to withhold such
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questions until the end of the questionnaire in case the respondent is unwilling to
co-operate any further and aborts the interview.
The final method employed to improve the measurement validity of the research
was to conduct a pilot version of the research prior to the full-scale survey.
Fifteen first year university students of tourism and fifteen university students
from other courses were selected to test the survey on. Ideally, a number equal to
ten percent of the final sample should be piloted, and the piloted group should
also reflect the demographics of the group to be surveyed. However, due to time
constraints it was not possible to pilot to such a group and an alternative was used.
The pilot survey did not reveal any problems with the language or nature of the
questions asked although changes were made to the design, giving more space to
the definitions and utilising shading and boxes to greater effect (see Appendix
12). The main concern had been that respondents would not understand the issues
being discussed in the survey. This did not prove to be the case with either the
tourism students or the non-tourism students. The pilot survey did confirm the
decision not to present all the indicators to respondents, but instead to abbreviate
the indicators presented to aid understanding.
5.5.2 Research Administration
Four hundred and eleven respondents were surveyed over four consecutive days
(10th-13th
 February) at the Destinations 2000 travel market, one hundred and forty
of whom were questioned on Thursday and Friday, and two hundred and seventy
one on the Saturday and Sunday. Every fifth respondent crossing an imaginary
line from the right of the interviewer was approached to answer the questionnaire,
and if that respondent refused to participate then the very next person was
approached. This process of attrition continued until a person agreed to the
interview request. Using such a pre-determined sampling procedure, the research
ensured that a representative sample of the total population was achieved, with
any one person having the same equal chance to be selected as any other. The
travel show was held the week before the school half-term holidays, and so an
observation made by regular exhibitors was that the majority of attendees came
over the weekend.
134
Chapter Five - Methodology
The CERT stall was positioned at a crossroads in the layout of the exhibition and
those present were able to approach from three directions. More importantly, the
stall was centrally located and so those passing were not necessarily aiming for
the stall (a potential source of bias given the nature of CERT' s work) but were on
the main thoroughfare. The relaxed environment of the travel show ensured that
people were largely willing to participate in the research. In addition, the De Vere
hotel chain generously donated an all-expenses paid weekend for two at any of
their UK hotels and this was of added value in persuading people to participate.
Thus, the refusal rate was very low (less than ten percent) and not a cause for
concern in introducing bias into the survey.
5.5.3 Method of Analysis
The data produced by this survey of tourism consumers requires analysis by a
non-parametric test for nominal scale data. The exploratory nature of this
research meant that complex and derived methods of analysis were not
appropriate. The aim of this survey was to gain an indication as to whether
consumers were willing to use a wider spread of information in the purchase of
their future tourism products and what type of information was most important.
Further research will be necessary to establish what groups of consumers hold
what opinions and to what extent. This research sought to determine if there was
a spark of interest that could be fanned in the future.
The chi-square test does not require the same assumptions about the shape of the
underlying distribution, as does the parametric Analysis of Variance (ANOVA)
test, although it retains the same ability to highlight relationships and is thus
appropriate for this analysis. Chi-squared measures the "goodness-of-fit" between
the observed and expected frequencies in each category of data and as all
categories of data should contain the same proportion of values (unless the user
specifies a different value), the difference between observed and expected can be
measured and the significance of this difference calculated. The null hypotheses
for chi-squared is that no difference exists between the observed and expected
values, therefore a relationship between variables must exist for the null
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hypothesis to be rejected. The non-sophisticated nature of the technique requires
the researcher to examine the pattern of observed frequencies after the test in
order to interpret the meaning of the statistically significant findings. Further, as a
non-sophisticated measure, having identified a relationship, chi-squared cannot
determine the strength of this link or how much it contributes to the variance. The
technique also suffers from being cumbersome and not suited to a large number of
variables. Conversely, the test has been criticised for not dealing well with small
numbers of cases in each category of data. Ryan (1995) recommends that because
of this threat to validity no conclusions should be drawn from tests that utilise
categories containing fewer than five cases. Sapsford (1999) takes a softer
position and concedes that conclusions can be allowed if there are not more than a
few such cases and their distribution is random. However, Grimm (1993) states a
revision in thinking in this regard and argues that rather than use Yates' correction
formula, it is acceptable to proceed with low case numbers without a threat to
validity.
Despite these limitations, chi-squared suits the research requirements because of
its simplicity and flexibility. It also ensures that calculations remain close to the
original data rather than becoming removed or derived measures. For the
exploratory work of this dissertation, this proximity is appropriate to maintain a
sense of perspective and keep the temptation to produce over-generalisations to a
minimum. Sapsford (1999:174) observes, "It is a superficially very crude method
of analysis, but it can detect all the effects that more sophisticated methods can
identify".
Chi-squared, as with any test of significance, has certain requirements that must
be met in order for the test to be a valid method of analysis. Firstly, it relies on
the sample being representative of the population from which it is planned to
generalise the final findings. Secondly, data should be in the form of a frequency
count as chi-squared does not analyse differences between means. Finally each
observation must be independent of every other observation. The data in this
research meets all of these requirements and it is thus a suitable test given the
overall research aims. The results of the cross tabulations are presented in
Appendix 13.
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5.6 Summary
This chapter has identified the methods of research to be employed in this thesis
and more importantly the reasons behind their selection. The research will
incorporate both research methods traditionally described as qualitative and those
considered quantitative and within each technique will utilise quantitative and
qualitative questions as deemed appropriate. Much of the debate identified in the
literature review chapters centres on the need to integrate the thinking of
previously separated disciplines, and the same conclusion is apt for the methods to
achieve this unity of consideration.
The following three chapters present the results of the dissertation. Chapter six
gives the results of the Delphi technique, chapter seven the interviews with
industry and the results of the consumer survey are offered in chapter eight.
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CHAPTER SIX: RESULTS OF DELPHI SURVEY
6.1 Introduction
The aim of this chapter is to present the results of the expert comment received on
a set of developed 1ST. The Delphi Technique is used to receive this comment
from a geographically dispersed group and comments were sought over two
rounds. Respondents were invited to grade each of the twenty-nine 1ST according
to the ability of each 1ST to demonstrate the progress that an individual tourism
resort was making towards the goal of improved sustainability. Respondents were
also afforded with the opportunity to explain any of their answers, or to make
further qualitative comments in the ample space provided. The definition by
Medlik (1996:215) of a tourism resort being a "holiday (vacation) hotel providing
extensive entertainment and recreation facilities" was provided to respondents in
order that there be common definitional understanding.
The Delphi technique requires that the first round results are collated and then fed
back to the respondents alongside the total mean score for each question.
Respondents are invited to amend their original score or to explain any difference
between their original score and the group mean. While few respondents were
willing to adjust their original score (except in the case of a misunderstanding in
round one) many justifications and explanations were provided to further explain
their position. In addition, the qualitative comments made by respondents in
round one were coded, indexed and analysed and where an issue was raised
frequently, then a question about that issue was added to the round two survey.
This approach sought to explore the depth of opinion on issues raised by the
expert respondents.
The specific aims of the chapter are;
1. To develop a set of 1ST
2. To receive expert opinion on a developed set of 1ST
3. To receive expert opinion on the value of those 1ST to achieve the
goals of the research
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4. To receive expert opinion on who is primarily responsible for taking
steps towards ST
5. To revise the 1ST in accordance with the opinion of the expert
respondents
This chapter presents the results of both rounds of the Delphi survey on the set of
1ST presented, as well as the results obtained from the additional questions asked.
Several questions were also asked in order to understand what respondents
understood by the term "sustainable tourism" and under what circumstances they
believed the 1ST could be implemented. These results are presented throughout
this chapter.
6.2 What is Sustainable Tourism?
The first part of the survey endeavoured to ascertain what it was that respondents
understood by the term "sustainable tourism". In pilot tests of the survey,
respondents had been presented with alternative unreferenced definitions of
"sustainable tourism" taken from the literature, and were asked to choose the
statement that most closely reflected their own beliefs. However, this approach
proved to be too limiting despite a wide variety of opinions presented. To
overcome this problem, sixteen commonly cited "components of sustainable
tourism" were drawn from the tourism literature and respondents were asked to
select the top five in order of preference from this list. The components varied
widely and tried to represent opposite ends of opinion continua, although it must
be acknowledged that given the paucity of space, the list was by no means
exhaustive and different interpretations of the components may have been
possible. Despite this, the aim was to determine what it was that respondents felt
"sustainable tourism" meant.
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Figure 6.1: Weighted Top Five Responses
Figure 6.1 shows the scores for the weighted top five responses. The first thing to
notice is that of the sixteen components selected, fifteen received at least one
score with only "Utilises a technology based approach" not being selected by
anyone. These results reflect the comments made by various authors during both
chapters two and three that the appeal of SD and ST as concepts are their broad
and all embracing nature, and yet they are simultaneously weakened by the terms
being applied in a variety of applications. Moldan (1997) claims that the
development of ISD would help to clarify what was understood by the term SD
(and by implication ST) and figure 6.1 reinforces this need for greater cohesion in
understanding. This wide variety of opinion on what ST is, is reflected
throughout the survey in terms of what 1ST are appropriate and what 1ST are seen
as being beyond the respondent's interpretation of what ST is. The most
frequently cited component of ST was the need to "take a long term view". It is
not surprising that the need for a long-term view scored so highly amongst
respondents, such a broad and nebulous phrase is hard to disagree with. However,
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it is axiomatic that the long term view must be attached to a strategy or policy
which is designed to achieve sustainable tourism, a long term view without a
strategy to continue into the long term cannot be seen as any more than wishful
thinking. In part, the scores for the policies to achieve this vision of the future
will be diluted across a variety of policies, whereas there was no gradation of the
distance into the future that respondents felt policies should aim. However, figure
6.2 shows the first responses given (the most important component of sustainable
tourism), and the results confirm that longevity is cited first far more frequently
than any policy to achieve this long-term goal.
Further key components cited frequently include the split between the need to
"maintain levels of natural capital stock" and the need to "improve levels of
natural capital stock". The results show an almost equal split between the two
with a slight preference for "maintaining" over "improving". The more general
need to "make efficient use of resources" also scored well and can be seen as
placing a lower requirement on a tourism organisation than the more onerous need
to improve the conditions of a resource. The need to "enable local involvement"
was also seen by respondents as a key component of ST, and viewed to be more
important than the need to promote inter-generational equality. Resident
satisfaction was seen as more integral to ST than customer satisfaction, thus
valuing the reduction of socio-cultural impacts more highly than the achievement
of economic benefits. Further, a regulatory approach was preferred to a self-
regulatory approach where considered. Care must be taken in the interpretation of
the results to this question. However, while the aim of the question was not to
produce a definitive "Brundtland" type definition ST, it does show that if the goals
of experts vary then necessarily the policies employed to achieve a sustainable
industry into the future will vary, and this will colour the choice and scoring of the
indicators presented.
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Figure 6.2: First Responses
6.3 Who is Responsible? 
Having asked what respondents understood by "sustainable tourism", the research
was concerned to know who respondents felt was responsible to implement the
changes which would bring about a more sustainable tourism industry. This
question acknowledged that no single group should be required to bear the full
burden of responsibility, instead the aim was to determine where the onus fell
primarily. A handful of respondents felt that this still represented an over-
simplification of any situation, although thirty-three of the thirty-seven round two
respondents were able to answer. Figure 6.3 shows the responses.
A frequently made comment was that the private tourism industry should be the
most responsible but that in the absence of any evidence that industry has
accepted this responsibility, and with little faith in the ability of self-regulation to
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be effective, national government was chosen. National government's role was
seen as one of stimulating involvement, leading, supporting and guiding the
stakeholders and then mediating, although some respondents thought that
regulation was the only way in which the government could effect any significant
changes. The concentration of responses on national government rather than local
government would perhaps signify that respondents have identified the
organisation where the initial responsibility lie rather than where the responsibility
rests for implementing these steps. Tourists and local residents were widely
dismissed as the groups primarily responsible for promoting more sustainable
measures.
Figure 6.3: Which groups do you consider to be primarily responsible for taking
steps to move towards more responsibility?
6.4 Indicators of Sustainable Tourism (1ST)
The indicators presented to respondents are shown below in Table 6.1. These
indicators are the result of filtering 1ST from a variety of sources, as described in
Chapter five, and enabled respondents to comment on indicators that can
demonstrate the progress a tourism resort is making towards greater sustainability,
rather than asking respondents to develop 1ST for themselves. The responses
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received to the indicators are explained using the subject groupings in the
following sections and the full ranking of the indicators after each round are
shown in Appendices 6,7,8.
144
Chapter Six — Results of Delphi Survey
Environmental Impact
1, Results of resident attitude survey on air quality in the locality of the tourism resort
2, Results of resident attitude survey on water quality in the locality of the tourism resort
3, Result of resident attitude survey on noise pollution in the locality of the tourism resort
4, Results of resident attitude survey on change in environmental quality of the tourism resort
Energy Consumption and Waste Levels
5, Annual Energy consumption by local residents: Annual energy consumption by the tourism
resort
6, Percentage of renewable energy sources used in the tourism resort: Percentage of non-
renewable energy sources used in the tourism resort
7, Extent of recycling and reuse undertaken in the tourism resort
8, Percentage of sewage treated by the tourism resort: Total sewage produced by the tourism
resort
Employment
9, Lowest wage per hour in the tourism resort: Lowest wage per hour from other local industry
10, Percentage locals employed in the tourism resort: Percentage non-locals employed in the
tourism resort
11, Average wage of locals employed in the tourism resort: Average wage of non-locals employed
in the tourism resort
12, Percentage males employed in the tourism resort: Percentage females employed in the tourism
resort
13, Average male wage from the tourism resort: Average female wage from the tourism resort
14, Average length of employment contract in the tourism resort: Average length of employment
contract in other local industry
Income Levels
15, Average wage in the tourism resort: Cost of daily consumables
Financial Leakages
16, Amount of money leaving the tourism locality: Total revenue received by the tourism resort
Staff training and education
17, Results of customer staff satisfaction survey
Social Impact
18, Levels of crime against persons within the locality of the tourism resort
19, Results of resident attitude survey on congestions in the locality of the tourism resort
20, Results of resident attitude survey on change in local culture in the locality of the tourism
resort
21, Results of resident attitude survey on access to local amenities around the tourism resort
Food Hazards
22, Number of cases of food related illness in the tourism resort
Environmental Impact Assessment
23, Was an EIA conducted?
24, What extent and coverage does the EIA have?
25, Will there be continuance and reappraisal of the EIA?
Management Policy
26, Is there a management policy aimed at increasing local resident involvement in community
activities?
27, Is there a management policy aimed at tackling specific local environmental problems?
28, Is there a management policy aimed at minimising tourist impact on local residents?
29, Is there a management policy aimed at implementing national policy directives? 
Table 6.1: Indicators presented to survey respondents
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6.4.1 Environmental Impact
Indicator Rank
After
Rd 1
n=29
Rd 1
Mean
Rank
After
Rd 2
n=29
Rd 2
Mean
Std.
Dev
%S.
Agree
Agree
%
Neu-
tral
%S.
Disag
Disag
Resident attitude survey on
air quality
28th 2.9 28th 2.8 1.3 36.1 22.2 41.6
Resident attitude survey on
water quality
26th 3.3 24th 3.3 1.2 58.3 13.9 27.8
Resident attitude survey on
noise pollution
24th 3.3 23"1 3.3 1.3 63.9 8.3 27.8
Resident attitude survey on
change in environmental
quality
18th 3.6 16th 3.6 1.2 72.2 8.3 19.4
Table 6.2: Indicators of Environmental Impact
Using a five point Likert scale, where 1 = strongly disagree through to 5=
strongly agree, this first group of indicators of environmental impact can be seen
to be deeply unpopular. All of the indicators in this section apart from the use of
resident attitude survey to detect a general change in environmental quality were
ranked well within the lowest quartile. Mirroring the first criteria identified for
indicator selection in chapter four, a recurring theme throughout the first round of
the survey was the disagreement as to whether qualitative or quantitative methods
offered the better approach to measurement. Round two began by asking
respondents to comment directly on the use of qualitative methods for the
measurement of environmental impact. The results reflected a suspicion of the
efficacy of this approach when more "scientific" methods were available and are
presented in figure 6.4 below.
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Figure 6.4: Quantitative methods offer a better approach to measuring
environmental impact
Comments centred on the lack of knowledge and understanding that residents
would have of issues such as air, water and noise quality as well as their potential
bias given the "emotive" subject matter. It was considered that an approach,
which relied on the perceptions of untrained locals, could not be accurate and that
qualified, independent consultants using quantitative measures would provide a
more concrete result. Further reasoning given was of the need for baseline data
which it was felt was not possible using resident attitude surveys and also that this
technique could not address the issue of cumulative, incremental impact.
Despite this criticism of the use of resident attitude surveys in measuring
environmental impact, other respondents were equally forthright in their approval
of the approach. Respondents felt that as locals are key to the issue of
sustainability then they must be convinced of the benefit before any progress can
be made towards a more sustainable position. One respondent commented that
negative perceptions held by local residents could be a significant "barrier to
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sustainability". Further, it was considered that the resident attitude surveys enable
the indicators to cope with locational differences and enable local input to a
standardised set of indicators. The use of such qualitative methods was also
thought to provide a good summation of a situation where a range of complex
quantitative indicators would otherwise be necessary. This was reflected in the
score for the final indicator in this category of environmental impact. Seventy
two percent (26) of respondents either strongly agreed or agreed with this
indicator, against 19% (7) who disagreed or strongly disagreed. Thus, while there
was criticism for the use of resident attitude in measuring air, water and noise
impact, the score for asking residents to summarise for environmental impact as a
whole perhaps reflects the need to utilise a combination of approaches and take
advantage of the benefits that quantitative and qualitative methods have to offer.
Water quality was an issue that was raised in considering environmental impacts,
but respondents suggested that water quantity was also an issue that should be
included. In round two, 85% (29) either strongly agreed or agreed that
measurement was of value against no one who disagreed. Obviously the
relevance of the measure will vary from location to location, however it would
seem important from the research that the indicator should remain part of a
universal set whose interpretation rather than application is flexible.
6.4.2 Energy Consumption and Waste Levels
The results of the four indicators in this category are presented in table 6.3 below.
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Indicator Rank
After
Rd 1
n=29
Rd 1
Mean
Rank
After
Rd 2
n=29
Rd 2
Mean
Std.
Dev
% S.
Agree
Agree
%
Neu-
tral
% S.
Disag
Disag
Annual energy consumption
by local residents: Annual
energy consumption by
tourism resort
15 th 3.7 16" 3.7 0.9 67.5 18.9 13.5
Percentage of renewable
energy sources used in
tourism resort: Percentage
of non-renewable energy
sources used in the tourism
resort
10th 4.1 8th 4.1 0.9 91.9 0 8.1
Extent of recycling and
reuse undertaken in the
tourism resort
6th 4.2 7th 4.1 0.8 86.5 10.8 2.7
Percentage of sewage
treated by the tourism
resort: Total sewage
produced by the tourism
resort
Pt 4.4 1st 4.4 0.6 91.9 8.1 0
Table 6.3: Energy Waste and Consumption Level Indicators
The indicators in this section were those best received by respondents, with all
apart from the first indicator listed falling in the top quartile. Few comments were
made about the indicators as they were largely seen to be essential measures,
although concern was voiced that energy usage was an issue beyond the
boundaries of the tourism industry. After the qualitative/quantitative debate, the
second major theme to come from the research was whether the indicators should
concern themselves with measuring issues that may be beyond the influence of the
tourism industry or specific to the tourism area. This topic mirrors much of the
debate presented in chapter three over the degree of integration that tourism
should have with other industry in striving to achieve the catholic position of
sustainable development as opposed to the more single discipline focused
sustainable tourism.
Comments from round one as to whether impact caused by other sources outside
the tourism industry was relevant or not, led to specific questions designed to
ascertain the depth of this opinion being asked of respondents in round two. The
first of these asked respondents to give their opinion on the statement,
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"A change in environmental quality may not have been caused by
tourism"
and 92% (34) strongly agreed or agreed with this seeming truism with only one
person disagreeing. Relating specifically to the energy indicators the next
question in round two sought opinion on the statement,
"Energy consumption is influenced by too many factors outside tourism to
make measurement of value".
Fifty four percent (20) of respondents disagreed or strongly disagreed with this
statement, while 21% (8) agreed and significantly, 24% (9) remained neutral.
Although this statement related specifically to energy consumption, the round one
comments about the influence of "outside" forces were made throughout the
survey and similar results would have been expected whichever indicator the
question had been applied against. The research was then ultimately concerned to
know that, given respondents felt impact could be caused by factors beyond
tourism and despite this measurement was still of value, then could these external
forces affect tourism's ability to be sustainable. Respondents were asked for their
opinion on the statement,
"Environmental impact caused by other factors does not affect tourism's
ability to be sustainable".
Although 67% (25) of respondents disagreed or strongly disagreed with this
negative statement, 24% (9) strongly agreed or agreed - a clear opposite body of
opinion. Discounting the possibility that respondents did not spot the negatively
worded statement, the results lead us to consider that almost a quarter of
respondents feel that only damage done to the tourism environment by tourism
can affect tourism's ability to be sustainable. More conclusively, the statement,
"An increase in crime caused by factors outside tourism does not affect
tourism's ability to be sustainable"
was disagreed with or strongly disagreed with by the same 69% (25) of
respondents although a lower figure agreed (16%, 6) than in the previous
statement. The possible cause for this slight divergence on essentially the same
question relates to the recency of the Egyptian bombing of tourists at the time of
the research and the obvious effects on the sustainability of that tourism product.
Yet the disagreement does show that a number of respondents felt there was a
limit to the extent to which tourism could, or should, serve as a developmental
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tool. Such responses are of great benefit in tempering the enthusiasm to see
tourism as a panacea for world problems and becoming removed from the reality
that tourism is also just an industry that exists to make profit like any other.
6.4.3 Employment
Indicator Rank
After
Rd 1
n=29
Rd 1
Mean
Rank
After
Rd 2
n=29
Rd 2
Mean
Std.
Dev
%S.
Agree
Agree
%
Neu-
tral
%S.
Disag
Disag
Lowest Wage Per Hour In
The Tourism Resort:
Lowest Wage Per Hour
From Other Local Industry
25 th 3.3 25" 3.2 1.1 50 19.4 30.6
% Locals Employed In
Tourism Resort: % Non-
Locals Employed In
Tourism Resort
8th 4.1 6th 4.1 0.8 83.4 11.1 5.6
Av. Wage Of Locals In
Tourism Resort: Av. Wage
Of Non-Locals In Tourism
Resort
14th 3.8 14th 3.7 0.9 69.4 16.7 13.9
% Males Employed In
Tourism Resort: %
Females Employed In
Tourism Resort
29th 2.9 29th 2.8 0.9 16.6 50 . 33.4
Av. Male Wage In Tourism
Resort: Av. Female Wage
In Tourism Resort
23 rd 3.4 26th 3.1 0.9 36.1 41.7 22.2
Average Length Of
Employment Contract In
The Tourism Resort:
Average Length Of
Employment Contract In
Other Local Industry
20th 3.5 20th 3.5 1.0 56.7 18.9 24.3
Table 6.4: Employment Indicators
One of the oft-cited advantages of the tourism industry is its ability to provide
jobs for the area under development. However, the indicators presented to
measure the benefits to employment accruing from tourism received a very mixed
response. Eighty three percent (30) of respondents strongly agreed or agreed that
the employment of locals against non-locals was an area of importance and for
which the indicator would be of benefit. However, when the same indicator was
applied using males and females instead of locals and non-locals, then the results
varied greatly. Only 17% (6) strongly agreed or agreed that the indicator
measuring the percentage males employed in the tourism resort against the
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percentage females employed in the same resort had any value. 33% (12)
disagreed or strongly disagreed while 50% (18) chose to remain neutral on the
issue.
When the issue was expanded to measuring the average male wage against the
average female wage, then 36% (13) strongly agreed or agreed that this was of
value, 22% (8) disagreed or strongly disagreed while 41% (15) maintained their
neutral position. The large number of comments accompanying the score for the
indicator belied the neutral stance taken by many respondents. The questions in
round two asked whether,
"Wage/employment equity is important for sustainable tourism",
Seventy four percent (26) strongly agreed or agreed that it was, while only 3% (1)
disagreed and still a significant proportion (22%, 8) felt unable to commit.
Although some respondents questioned whether equity was necessary to achieve
sustainability, undoubtedly the problem that many felt was the failure to separate
male/female equity from locaUnon-local equity. The issue of location was again
raised and respondents deliberated over the importance of culture and tradition to
determine the male/female ratio. Others expressed support for the indicators as
they would help to redress the imbalance of gender currently employed in the
industry and thus begin to change the image of the industry as being female
dominated. On this issue, the UN (1996:28) is specific, it states, "It is important
to have an assessment of remuneration offered women vis-à-vis their male
counterpart to ultimately determine the level of women's participation in the
economy". Other respondents questioned the role of indicators to measure gender
equality because it is a western concept and not relevant to all societies. While
this is undoubtedly true, the issue of female equity relates to female empowerment
on a larger scale through improved access to education and the likely reduction in
infant mortality that this improvement brings. If tourism is to take its position as
an instrument of development in general rather than a self-interested industry,
then it must begin to accept that just as forces beyond tourism can influence the
industry, then so to can the industry influence factors beyond its walls. If the
industry allows itself to blame factors external to tourism then it would seem
hypocritical not to accept responsibility for the areas which tourism can positively
influence.
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6.4.4 Income Levels
Indicator Rank
After
Rd 1
n=29
Rd 1
Mean
Rank
After
Rd 2
n=29
Rd 2
Mean
Std.
Dev
%S.
Agree
Agree
%
Neu-
tral
%S.
Disag
Disag
Average wage in the
tourism resort: Cost of
daily consumables
17th 3.6 18th 3.5 1.1 61.1 22.2 16.7
Table 6.5: Income Level Indicator
This indicator generated little excitement amongst respondents. It was accepted
that the topic was of relevance to the issue of sustainability although it is possible
that employment indicators could be expanded to include the sentiment of this
measure. Other comments made were directed as to how the indicator could be
improved technically.
6.4.5 Financial Leakages
Indicator Rank
After
Rd 1
n=29
Rd 1
Mean
Rank
After
Rd 2
n=29
Rd 2
Mean
Std.
Dev
%S.
Agree
Agree
%
Neu-
tral
%S.
Disag
Disag
Amount of money leaving
the tourism locality: Total
revenue received by the
resort
3 rd 4.3 31d 4.3 1.1 89.3 2.7 8.1
Table 6.6: Financial Leakage Indicator
The indicator of financial leakage looked to measure the amount of money leaving
the tourism resort as a ratio against the revenue received by that resort. 89% (33)
strongly agreed or agreed that this indicator was of value in identifying resorts
moving towards a more sustainable position. However, concern was voiced over
the problem of measurement as well as the extent to which the indicator was an
over-simplification of the situation. Round two was again used to determine the
depth of feeling on these issues and respondents were asked to comment on the
statement
"Measuring the leakage offirst round expenditure and profits only against
income received severely oversimplifies the situation"
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The results were very mixed, 57% (20) strongly agreeing or agreeing with the
statement, although the comments illustrated that although respondents felt the
indicator was an oversimplification it did represent valuable information and as
such should be retained. In something of an outpouring against economists,
respondents, confessing their preference for the simple over the more complex
calculations, criticised the use of multipliers for introducing spurious levels of
accuracy at the cost of increased complexity and confusion.
6.4.6 Staff Training and Education
This category of indicator produced a moderate response to the indicator
developed via the filtering process, but generated a large amount of comment and
suggestions.
Indicator Rank
After
Rd 1
n=29
Rd 1
Mean
Rank
After
Rd 2
n=29
Rd 2
Mean
Std.
Dev
%S.
Agree
Agree
%
Neu-
tral
%S.
Disag
Disag
Results of customer service
satisfaction survey
22" 3.5 21st 3.4
(
1.2
(
52.7
r
30.6
r
16.7
(
Table 6.7: Staff Training and Education indicator
The mixed response to this indicator led to the following series of questions in
round two,
"Local staff training and career advancement is not relevant to
sustainable tourism"
Only four respondents failed to disagree with this negative question. The next
question asked for opinion on whether,
"Customer satisfaction with environmental issues at the resort is not
relevant to sustainable tourism"
Again, only four people failed to disagree with the question. The next question
asked if respondents agreed that,
"Staff satisfaction is not relevant to sustainable tourism"
Eighty percent (28) of respondents disagreed with this statement. The answers to
these statements derived from the comments received in round one, helped to
identify that although the topic was considered valid, the indicator needed to be
revised. The next question asked if,
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"Including measures of staff satisfaction and staff training as well as
customer satisfaction would provide a better understanding of movement
towards sustainability than just customer satisfaction alone"
Eighty five percent (30) of respondents agreed that this expanded measure would
enable a better understanding of the situation than the original indicator, for a
topic that was seen to be an important aspect of sustainability. Respondents were
keen to point out the potential gap that exists between customer satisfaction and
staff training and education. Customers may be very content with a poor standard
of service and similarly customers can be dissatisfied with a resort that is taking
every environmental step possible. However, sustainability requires all
stakeholders to be educated as to the role that they can play in promoting the
sustainability of a resort and it was this belief that caused the high levels of
support for these indicators.
6.4.7 Social Impact
Indicator Rank
After
Rd 1
n=29
Rd 1
Mean
Rank
After
Rd 2
n=29
Rd 2
Mean
Std.
Dev
% S.
Agree
Agree
%
Neu-
tral
% S.
Disag
Disag
Levels of crime against
persons within the locality
of the tourism resort
21'1 3.5 22'd 3.3 1.1 58.4 13.9 27.7
Resident attitude survey on
congestion
16th 3.7 17' 3.6 1.0 64.9 18.9 16.2
Resident attitude survey on
change in local culture
11 th 3.9 13th 3.7 1.1 70.3 18.9 10.8
Resident attitude survey on
access to local amenities
12th 3.9 12th 3.8 0.9 75.7 13.5 10.8
Table 6.8: Social Impact Indicators
This category of indicator returns to two themes discussed earlier in the chapter,
namely the qualitative/quantitative dispute and the extent to which the tourism
industry should be concerned with issues beyond its control. While there had
been significant criticism for resident attitude surveys when applied to the
measurement of environmental impacts, the level of criticism was more muted
when applied to measuring social impact. As can be seen from Table 6.8 above,
64% (24) of respondents strongly agreed or agreed against 16% (6) who disagreed
or strongly disagreed that using resident attitude surveys to measure the impact of
congestion on the tourism area was of value in achieving the goals of the research.
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Seventy percent (26) of respondents strongly agreed or agreed with the use of
resident surveys to measure the change in local culture in the tourism area and
75% (28) strongly agreed or agreed this qualitative tool would be of worth in
measuring access to local amenities around the tourism resort. However, despite
the much higher level of approval for using resident attitude surveys in this
context, a strong body of opinion still supported the contention that quantitative
methods are preferential to qualitative and given an alternative quantitative
method, the level of endorsement for qualitative approaches would not have been
so high.
The indicator relating to the effect that crime has on sustainability was supported
by 58% (21) of respondents, with 28% (10) believing that this topic was beyond
the remit of the tourism industry. A question exploring the extent of these reasons
was included in the second round of the survey. Opinion was sought on the
statement,
"An increase in crime caused by factors outside tourism does not affect
tourism's ability to be sustainable"
Figure 6.5 shows the results of this statement.
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Figure 6.5: An increase in crime caused by factors outside tourism does not affect
tourism's ability to be sustainable
With 69% (25) of respondents disagreeing or strongly disagreeing with the
statement, it is apparent that crime is seen as a relevant issue in the pursuit of a
more sustainable tourism resort. However, the indicator received only mixed
support. Comments received about the indicator reflect the difficulty in trying to
quantify qualitative subjects. Florida was cited as an example where several high
profile attacks on tourists had resulted in the image, and thus the future of the
destination, being tarnished. Further, the level of awareness and the level of
nervousness by potential tourists were suggested as factors in determining how
much effect a crime rate in a resort will have on the sustainability. For many
respondents the indicator was felt to sufficiently perform the role of improving
understanding of the direction a resort is moving in, yet a body of opinion wanted
a more qualitative measure for this subject.
6.4.8 Food Hazards
From the initial set of developed indicators, "food hazards" was the subject that
seemed to have the most tenuous links with sustainability. However, the indicator
passed through the filtering process and no amount of re-evaluation was able to
lessen its desire to be presented to the sample of academics. Yet, the strength of
the research process does ensure that if an indicator is not considered to achieve
the stated goals of the research, then it will be rejected via this Delphi survey.
The indicator itself was criticised and received a very mixed score (see table 6.9
below).
Indicator Rank
After
Rd 1
n=29
Rd 1
Mean
Rank
After
Rd 2
n=29
Rd 2
Mean
Std.
Dev
% S.
Agree
Agree
%
Neu-
tral
% S.
Disag
Disag
Number of cases of food
related illnesses in the
tourism resort
27th 3.0 27th 2.9 1.2 35.2 32.4 32.4
Table 6.9: Food Hazards Indicator
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Due to the criticism of the indicator in round one, the following round was again
able to ask questions and explore the depth of opinion from comments made by
respondents. Respondents were asked for their opinion on the statement,
"Food hazards are not an issue for sustainable tourism"
Sixty one percent (22) disagreed or strongly disagreed with this statement while
22% (9) strongly agreed or agreed, showing the support for the concept of
including a measure of the hazards that food might cause in a resort and the
resulting threat to sustainability. Respondents readily pointed to the speed with
which a resort could quickly acquire a negative image or image for poor quality
provision, which would affect the sustainability of the resort. Many in the survey
cited the recent experience of food poisoning in the Dominican Republic. Some
respondents however, suspected that other respondents had confused 'viability'
with 'sustainability' in scoring their support for the indicator. Round two of the
survey then asked whether,
"Food hazards are best dealt with through environmental health
regulations"
Only two respondents (5%) disagreed with this statement and so the survey
showed that although there was support for the concept, the method of ensuring
sustainability was deemed to lie with regulations.
6.4.9 Environmental Impact Assessment (EIA)
Three indicators relating to the use of EIA were developed via the filtering
process and presented to the survey respondents for comment. All three measures
received strong endorsement and were all ranked in the final top ten of the twenty-
nine indicators presented for comment.
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Indicator Rank
After
Rd 1
n=29
Rd 1
Mean
Rank
After
Rd 2
n=29
Rd 2
Mean
Std.
Dev
% S.
Agree
Agree
%
Neu-
tral
% S.
Disag
Disag
Was an EIA conducted? 7th 4.1 10th 4.0 1.0 83.8 8.1 8.1
What extent and coverage
does the EIA have?
4th 4.3 5th 4.2 0.9 89.1 5.4 5.4
Will there be continuance
and reappraisal of the ETA?
2nd 4.4 2nd 4.3 0.9 91.9 2.7 5.4
Table 6.10: ETA Indicators
The overwhelming support for these indicators was able to generate extra
questions for round two of the survey in just the same way that criticism of the
developed indicators produced extra questions. The first issue raised by
respondents was over the potential to include a social impact assessment within
the broad boundaries of an ETA. Only one respondent in round two failed to agree
that a wider definition of an ETA would be of value. However, concerns were
raised over when a broader definition should be used and when it was appropriate
to choose the topics to be included within the ETA. Respondents cited location as
a reason to have different topics within an ETA, although for other respondents the
location of a tourism resort was seen as an "excuse" for unsustainable
performances and a more standardised approach was required. Statements in
earlier sections of the survey had asked whether,
"Locational factors determine the extent to which a resort can be
sustainable"
Opinion was strongly split with 44% (15) strongly agree or agree, 23 % (8)
disagree or strongly disagree with 32% (11) choosing to remain neutral. The large
number of neutral respondents reflected not a lack of interest in the subject, but
rather the quandary that many found themselves to be in. The comment was
frequently made that tourism must be seen in context and in relation to specific
local pressures and that any indicators should take account of these locational
forces. Conversely, (although often simultaneously) it was observed that location
should not by any means be considered the determining factor in the move
towards sustainability. The statement,
"Local conditions can be so critical in employment as to reduce the value
of developing any standardised measure"
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had 39% (13) strongly agree or agree, 27% (9) disagree and again 33% (11)
remain neutral. When the same statement was made with reference to social
impacts then the large number of neutrals remained, although the slender majority
had reversed, with 40% (15) now believing local conditions did not invalidate the
use of a standardised measure and 32% (12) believing that it did.
The concerns raised over the use of standardised measures centred on the potential
preclusion of any flexibility of interpretation. However, respondents felt that the
benefits of a uniform measure outweighed the risks if there could be flexibility of
interpretation. If a set of indicators could be developed which were standard and
universal in their application, then this would seem to be supported, as with the
EIA example. These indicators could provide benchmarks in terms of what
should be measured and in what depth, and yet still retain flexibility of
interpretation while allaying many of the concerns expressed. Thus, 80% (29) of
respondents strongly agreed or agreed with the statement,
"A standardised measure of the extent and coverage of each ELI would
provide valuable further understanding of movement towards
sustainability"
Having questioned respondents about what should be measured, the survey was
concerned to know who should be charged with the responsibility of conducting
the measurement. Respondents were asked for their opinions on the statement,
"Commitment and measurement of the ELI should come from local
authorities"
Fifty three percent (18) strongly agreed or agreed, 26% (9) disagreed or strongly
disagreed and 21% (7) remained neutral. The reluctance to endorse local
government measurement centred around the perceived lack of neutrality, the
paucity of the skills required to perform the task, as well as what one respondent
described as the "tragedy of small decisions when local government is involved".
Some respondents stated that independent consultants should be charged with the
task while others saw the developers as being responsible. However, although it
is inevitable that the body that pledges commitment and accepts the task of
measurement will vary according to political expediency, the research shows that
respondents feel the body should be independent, credible and apply standardised
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and universal EIA. Yet in asking who should conduct the measurement, the
question is also raised as to whom the measurement should be conducted of. The
structure of the tourism industry means that any approach that excludes the small
and medium sized enterprises risks devaluing the measure.
The final statement of this section sought opinion on whether,
"EIA's should be applied to all tourism resorts regardless of their size"
Here 74% (26) strongly agreed or agreed that this would be of value with 17% (6)
disagreeing or strongly disagreeing. Doubts were expressed at the cost of such an
exercise and whether sufficient commitment could be achieved, though it was
thought that ETA were certainly relevant to SME's and ultimately should be
applied to all resorts regardless of size.
6.4.10 Management Policy
The final issue that the research uncovered was the extent to which respondents
felt that indicators should attempt to measure action or the policy.
Indicator Rank
After
Rd 1
n=29
Rd 1
Mean
Rank
After
Rd 2
n=29
Rd 2
Mean
Std.
Dev
% S.
Agree
Agree
°A)
Neu-
tral
% S.
Disag
Disag
Policy aimed at increasing
local resident involvement
in community activities
13 th 3.9 11th 4.0 1.0 69.4 25 5.6
Policy aimed at tackling
specific local
environmental problems
5th 4.2 4th 4.3 0.8 94.5 0 5.5
Policy aimed at minimising
tourist impact on local
residents
9th 4.1 9th 4.1 1.0 79.4 11.8 8.8
Policy aimed at
implementing national
policy directives
19th 3.6 19th 3.5 1.1 51.4 34.3 14.3
Table 6.11: Management Policy Indicators
Although the indicators were well supported in the scores received by respondents,
they were often graded with the comment made that the existence of policy is no
guarantee of action. Therefore opinion was sought on the statement,
"Assessing the results of action is more effective than determining the
existence of policy in understanding the movement towards sustainability"
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Seventy four percent (26) strongly agreed or agreed that it was preferable to
measure action rather than policy given the potential for a gap between policy and
action. However the comment was oft made that without the existence of a policy
then the action would never come and thus both were required. The proponents of
measuring policy rather than action cited the cost implications of such a strategy
and the greater potential for securing industry compliance with this cheaper
alternative.
6.5 The Indicators as a Set
Having developed and secured both the comment and grades of expert
respondents on the indicators individually, the research sought to obtain comment
on the indicators as a set. The overall aim of the research is to produce a set of
indicators that can identify the progress of a tourism resort towards sustainable
tourism and can be used by consumers. Thus, it is essential that the indicators
considered by respondents in this survey be evaluated as a group as well as
individually.
In round one, respondents were asked whether taking all the indicators presented
in the survey together, they represented a "complete picture of progress made by a
tourism resort towards sustainable tourism?" Figure 6.6 shows the results of this
overly ambitious question. Despite 58% (29) of respondents agreeing that the set
of indicators presented did represent a "complete picture", the 32% (16) who
disagreed or strongly disagreed largely did so because of the word "complete".
Round two asked if,
"The indicators offer an improvement in understanding the movement
made by a tourism resort towards ST"
Figure 6.7 shows 87% (32) of respondents able to strongly agree or agree with
this statement and only one respondent felt it necessary to strongly disagree.
With this endorsement, the final section to the Delphi survey aimed to obtain the
respondents' opinion on the role of consumers in promoting more sustainable
tourism.
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Figure 6.6: "Do the indicators taken all together represent a complete picture of
progress made by a tourism resort towards ST?"
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Figure 6.7: "The indicators offer an improvement in understanding the movement
made by a tourism resort towards sr'
6.6 Role of Consumers
Much of the literature identified in chapter four claims that consumers are the
catalyst ready to ignite the sustainability touch paper, and the research aimed to
test the extent of this feeling. In order for the consumer to influence the behaviour
of the tourism industry, it is a pre-requisite that the consumer be able to make
more informed decisions about their intended purchases. Round one invited
comment from respondents to the question,
"Do all the indicators taken together enable consumers to make more
informed decisions on their choice of resort?"
Seventy one percent (35) strongly agreed or agreed and 14% (7) disagreed or
strongly disagreed. It is however an aXi0111 that the information can be provided
and the consumer enabled, but that is not the same as the consumer using the
information. To test this approach further, respondents were requested to answer
whether they thought the indicators as a set provided,
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"Useful information for marketers to promote their products with?"
Seventy percent (35) of respondents strongly agreed or agreed and 6% (3)
disagreed or strongly disagreed. Information such as that provided by these
indicators would only be useful if it was employed, and yet many respondents
voiced concern over the way in which the information would be used. Suspicious
academics feared the indicators would be used to give a green veneer to present
products and boast environmental credentials where none were deserved.
However, attention was drawn to the work of the International Hotel Environment
Initiative (IHEI) and the good examples produced by that organisation.
The extent to which consumers would be willing to use the information was tested
via the statement,
"Better informed consumers will demand more sustainably managed
resorts?"
The results are presented in figure 6.8 below.
Figure 6.8: Better-informed consumers will demand more sustainably managed
resorts?
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While 67% (24) of the expert respondents felt that consumers would use the
information to demand resorts with a greater emphasis on issues relating to
sustainability, chapter eight gives a much clearer picture of the willingness of
consumers to adjust their purchase decisions. What this question did provide was
an initial indication as to whether the basic research idea had academic backing.
The final two questions further strengthened the research hypothesis that
movement towards a more sustainable tourism industry could come from
developing 1ST for use by consumers.
Although it was acknowledged that better informed consumers would potentially
demand more sustainably managed resorts, and that the indicators developed
through the filtering process would aid the education of consumers, there was still
doubt as to whether consumers could provide the impetus for the movement
towards a more sustainable position. The second section of the research had
identified national government and then the tourism industry as primarily
responsible for implementing more sustainable policies. However, when asked,
"Movement towards sustainable tourism is more likely to come as a result
of external pressure from consumers than internal drive from the
industry"
59% (22) of respondents strongly agreed or agreed. There was a strong group
(24%, 9) of respondents within this question who remained neutral and reflected
scepticism that any party was likely to take positive steps. Many who agreed with
the statement qualified it by observing that just because the consumers had the
power and knowledge to influence the situation did not necessarily mean that it
was part of their agenda. Others commented that the information from the
indicators could also be of value to industry and government and that this may
increase the potential for the stakeholders to act in tangent, reflecting their shared
responsibility, rather than trying to pin all the burden on one party. Yet the
question shows that the expert panel felt a different group were more likely to take
action than a group who had the greater responsibility to act.
The last question summed up the aims of this research and asked if,
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"Progress towards ST can be helped by providing consumers with the
information that these indicators would provide?"
The results of this question are shown in figure 6.9 below.
Figure 6.9: Progress towards ST can be helped by providing consumers with the
information from these indicators.
As with all the results presented throughout this chapter (and with any results
presented for any research), care must be taken to contain the extent to which the
results can be generalised. However, over two rounds of viewing, seventy five
percent (27) of the expert respondents strongly agreed or agreed with the value of
the indicators presented to them to achieve the research aims. Of the sixteen
percent (6) of respondents who disagreed, four felt that the indicators themselves
were of value but that the consumers were not yet ready to use the information
they could provide. This level of consumer readiness will be tested in chapter
eight. What the results of this chapter show is that there is general support for the
development of indicators and the use of those indicators to furnish consumers
with greater information about the tourism resorts that they choose. Through such
167
Chapter Six — Results of Delphi Survey
an approach there was also support for the contention that this would help to
promote a more sustainable tourism industry.
6.7 Revision of Indicators
The indicators presented to the respondents of the Delphi survey were revised in
accordance to the responses received and preparation for the following round of
research with representatives of the commercial tourism industry. The final table
of indicators is shown in table 6.12.
A key aim of the research is to select a set of indicators that can claim the support
of the expert respondents. Any level of support chosen will be subjective. The
more stringent is the level of support deemed necessary, the fewer indicators will
be selected to form a set and be available to present to industry and consumers for
comment. However, if the requirements are set low, then the value of this initial
round of research is negated. Thus, two levels of requirement were set for the
indicators to be selected for further consideration. Firstly, any indicator needed to
have more than two thirds of respondents strongly agree or agree with the value of
the indicator to achieve the stated research goals. Secondly, and simultaneously,
any indicator must also have no more than twenty percent of respondents disagree
or strongly disagree. Through this approach, any indicator selected can
reasonably claim to have the strong endorsement of the expert community
sampled through the two rounds of the Delphi survey. Using this approach,
fifteen of the twenty-nine original indicators were selected and fourteen failed.
In order to reduce the potential for bias, the process described above to select
indicators was determined before the final results of the indicators were calculated.
However, having calculated the final indicators, it became clear that such a
mechanical approach would not be sufficient alone in producing a final set of
indicators. The open questions on the Delphi survey had produced a wealth of
information that provided deeper insight than the use of a five point Likert scale
alone could provide. The results of these questions are provided in appendix 8.
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The first three indicators used a resident attitude survey to measure the
environmental impacts and failed the initial selection process because of the
concern of respondents over the method of measurement, although there was clear
support for the topic of the indicator. However, despite a vociferous group of
respondents supporting qualitative measures, a majority of respondents felt that
the quantitative approach afforded more influence to those using the data and was
more appropriate in the consideration of air, water and noise pollution. Thus, by
changing the method of measurement, and keeping the strongly supported topic of
measurement, the final set of indicators could be strengthened whilst maintaining
a strong mandate from respondents.
The indicator on staff training (#17) was similarly supported as a concept, but the
method of measurement was criticised, resulting in a high number of neutral
answers. The manifestation of the round two questions was the development of
three separate indicators covering the topics identified by respondents as being of
concern.
For the indicator on crime levels (#18), respondents identified a need to calculate
the "number" rather than the "level" of crime and was strongly supported by
results of question twenty two into the ability of crime to affect the sustainability
of a resort. These changes duly made, the indicator was added to the final set.
The final two indicators on the employment of staff at tourism resorts (#12,13)
were also able to cite the answers received to questions in round two as
extenuating circumstances for their poor performance (see appendix 8). The issue
of equity in ensuring the sustainability of a resort was discussed above, however,
the results of question nine were compelling in including the indicators relating to
this topic into the final group of indicators.
The result of the two rounds of the Delphi survey was a final set of twenty-four
indicators, which can claim to have the support of expert respondents. These
indicators are presented in table 6.12 and are the set to be carried over for
consideration by industry respondents in chapter seven.
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Environmental Impact
1. Measure of air quality in the tourism resort area
2. Measure of water quality and quantity available in the tourism resort area
3. Measure of noise pollution in the tourism resort area
4. Result of resident attitude survey on change in environmental quality in the tourism resort
area
Energy Consumption and Waste Levels
5. Annual energy consumption by local residents: Annual energy consumption by the tourism
resort
6. Percentage of renewable energy sources used in the tourism resort: Percentage of non-
renewable resources used in the tourism resort
7. Extent of recycling and reuse undertaken in the tourism resort
8. Percentage of resort sewage treated: Percentage of resort sewage untreated
Employment
9. Percentage locals employed in the tourism resort: Percentage non-locals employed in the
tourism resort
10. Percentage males employed in the tourism resort: Percentage females employed in the
tourism resort
11. Average wage of locals employed in the tourism resort: Average wage of non-locals
employed in the tourism resort
12. Average male wage from the tourism resort: Average female wage from the tourism resort
Financial Leakages
13. Amount of money leaving the tourism resort area: Amount of money received by the
tourism resort
Staff Training
14. Customer satisfaction with environmental issues at the resort
15. Staff satisfaction at the resort
16. Staff training in environmental/cultural issues at the resort
Social Impact
17. Number of crimes recorded against persons within the tourism resort area
18. Results of resident attitude survey on change in local culture in the tourism resort area
19. Results of resident attitude survey on access to local amenities around the tourism resort
Environmental Impact Assessment (EIA)
20. Measure of whether an EIA was conducted or not
21. What extent and coverage does the EIA have?
22. Will there be continuance and reappraisal of the EIA?
Management Policy
23. Existence of company policy to tackle specific local environmental problems
24. Existence of company policy to minimise negative impact of tourists on locals
Table 6.12: Revised list of Indicators
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6.8 Summary
Although it seems paradoxical to develop indicators when no satisfactory
definition of the concepts of SD and ST exist, the process of developing the
indicators does help in determining the important tenets of the concept. Further, if
1ST, and indeed the concepts of SD and ST are to be accepted and understood by
the general public then they must be relevant to the public. This chapter has
sought to determine expert opinion on the nature of the indicators, the breadth of
their concern and what the importance of the consumer could be in promoting
more sustainable tourism.
This chapter has identified that, although there is general agreement on the need
for ST to focus on the long term, there is little agreement on what policies should
be employed over this time period. This disharmony is reflected in the varying
opinions expressed on the range of possible indicators presented. Similarly, there
is a spread of opinion as to who should be responsible for mitigating impact. This
in turn has led to disagreement over the extent to which qualitative measures are
appropriate. Criticism of resident attitude surveys centred on the lack of
information that locals possess to perform this task accurately, yet the survey also
identified a strong core of support for local involvement in the development of
tourism. The issue of equity was also one that proved divisive, respondents
questioned if "equity" should be part of the drive for sustainability, or simply an
"add-on" which only serves to confuse the debate and weaken the significance of
the term. Questions were also asked about the value of an indicator that is an
admitted simplification of a complex issue and the usage of indicators that cannot
provide a complete picture although the partial image they do provide is a greater
sight than that presently enjoyed. Other issues of concern were those of customer
satisfaction, staff training and environmental awareness and the extent to which
they are relevant issues in measuring progress towards sustainability.
Having established a "perfect world" set of indicators, chapters seven and eight
will focus on what the industry can provide and then what the consumer wants
from 1ST. It is expected that this research will reveal large gaps between the
theoretical and practical aspirations.
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CHAPTER SEVEN: RESULTS OF INDUSTRY INTERVIEWS
7.1 Introduction
All stakeholders have a responsibility to ensure the preservation of the Golden
Goose and her eggs (Manning & Dougherty 1995). The previous chapter
examined the opinions of expert academics on who should be held to task over
this challenge, while this chapter concentrates on the practitioners of the tourism
industry and what potential they have to behave and encourage behaviour in a
more responsible manner. Understanding this potential is essential for the wider
research to develop indicators that can measure movement towards a position of
greater sustainability. If indicators of a more sustainable tourism industry are to
be implemented, then industry co-operation and commitment towards a more
responsible industry will be critical. The key research aims of this chapter are
therefore to determine which factors are currently encouraging or limiting the
industry to be more responsible and then to establish if these factors are likely to
become more or less pressing in the future. Opinion is sought from the industry
representatives on the value of the developed set of 1ST and their potential to be
implemented. More specifically, this chapter aims to achieve the following
objectives.
1) To establish what factors influenced the degree of responsibility shown by
industry respondents
2) To establish what future directions of change the industry foresaw with
regard to further responsibility
3) To receive opinion from industry respondents on the developed 1ST
4) To determine when and why the industry would implement 1ST
5) To revise the 1ST according to the opinion of the industry respondents
The interviews were conducted over a four-month period during the summer of
1999. Thirty-five senior members of industry were interviewed using either face
to face (twenty three) or telephone (twelve) interviews. Respondents were
assured anonymity of responses both before and during the interviews and this
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was often raised as an issue by interviewees, indeed, two companies required the
signatures of legal agreements to that effect before the interviews began. Thus,
while the identity of the respondents cannot be revealed, an example of one
transcript is provided in Appendix 11, the composition of the group is explained
in chapter five and the profile of the respondents is explained below.
7.2 Profile of Respondents
7.2.1 Age of the company
The organisations that agreed to participate in the research had a large range of
experience. The newest organisation was an NGO that had been in existence for
just two years, while the respondent with the longest time in the industry was an
operator who had been trading for over seventy years. The newest tour operator
had eight years trading experience and taken together the mean number of lauding
years was twenty-three. Sheldon (1994: as quoted in Evans and Stabler 1995)
observes that what is interesting about the tour operating sector in the USA and
Europe is, despite the rapid growth of the industry, the short length of time that
businesses are able to remain trading. Sheldon estimates that only a third of the
tour operators who were trading in the mid 1970's were then still trading by the
late 1980's. This suggests two things about the respondents to this research.
Firstly, the companies who were willing to participate in the research have been
more successful than their colleagues by virtue of the fact that they have stayed in
business for longer. Any company that has been in business for over twenty years
has traded through damaging price wars, actual wars, oil crises, chronic inflation
and unemployment and several rounds of economic boom and then recession.
Coupled with the senior position of interviewees, this lends extra weight to the
value of the information received from the respondents.
However, if the tourism industry is typified by a lack of trading longevity and the
companies responding to the request for interviews have a record of increased
longevity, then this shows that the newer companies and those struggling to
survive have not been represented in the survey. This is to be expected, as
173

Is there a legal minimum?
No	 Yes \
Will the company receive negative PR if it
fails to act beyond the legal minimum?
No	 Yes \
Can the company achieve market advantage
4/ through its position?
No action taken
V
Act to legal minimum
Act to minimum to avoid
	 No Yes
negative PR
Act to point where commercially
viable to receive market advantage
Does the company encourage an
47 altruistic position?
No	 Yes
Act to point where commercially
viable to receive cost savings
No limit to the position the
company could take
Issue Company Responsibility
Can the company achieve cost savings
ji/ through further action?
No	 Yes
Chapter Seven — Results of Industry Interviews
PR, maximising market advantage, reducing costs through to an altruistic position,
all steps are bounded by the limitations of the industry structure. It is also
accepted that companies will simultaneously occupy several, if not all, of these
positions for the different products that they offer.
Figure 7.1 Factors influencing the degree of responsibility shown by the industry
7.3.1 Industry Structure
Three limitations to the ability of the industry to act responsibly, as identified
through the research, were;
Firstly the lack of control, "we don't take responsibility because we can't, because
we can't control what is going on on the ground",
Secondly, the lack of finance "we know what to do but we just don't have the
resources"
And thirdly, the problem of price dictating the market "I think that smaller tour
operators are far more aware, but are powerless".
Tourism is both blessed and blighted by the nature of its industry structure.
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However, given the large number of tourism organisations that are small
companies with the original owners still firmly involved in the running of the
company, it is perhaps not surprising that these people with a love of tourism are
keen to act in a responsible manner and ensure that the product survives for others
to enjoy. The small companies complained of being able to exert less control over
the destination than the larger tour operators, or no control in several cases. They
also complained of their inability to compete on price terms with the larger tour
operators which resulted in lower profits because of the low volume carried, and
in turn reduced their ability to take proactive steps aimed at reducing impacts.
However, the smaller companies argued they had a stronger relationship with the
destinations they took passengers to and so had a heightened awareness of the
problems, despite their impotence in creating solutions. The larger tour operators
recognised in themselves, and were identified by the smaller operators, as being
financially able to take steps, but were so removed from the destination that they
lacked awareness of the problems.
Yet such a view is too simplistic, the small companies are not always good and
the large companies not always bad. Many of the large companies had champions
who were driving through a change in attitude amongst staff just as some of the
small companies were guilty of sitting back and not tackling the issues. The
dichotomy of how much responsibility to exercise mirrors much of the
sustainability argument about the trade off between development and conservation
in strong and weak sustainability (O'Riordan 1981). One operator stated,
"...there has to be a marriage between running and operating a successful and
profitable business and a respect for the environment and preserving it" and while
the truth of this cannot be disputed, the view of a government respondent has
equal resonance, that "...at the end of the day, the action and the money are in the
industry".
The view of non-tour operators was that, not withstanding the structure of the
industry, the tour operators have the financial ability to take more responsible
actions. While the role of the industry structure cannot be ignored, all the tour
operators perhaps overplayed its significance as a reason for their inactivity.
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7.3.2 Legal Reasons
On any given issue the company will first be concerned to meet any legal
requirements that exist. As has already been discussed, the EC Package Travel
Directive has ensured that tour operators take a greater responsibility for a number
of issues, particularly for health and safety. The NTOs interviewed largely felt
that the tour operators acted to the minimum point that they could get away with
and that for many this meant the legal minimum. However, one small tour
operator felt that the UK government did not want to increase the level of
regulations surrounding tourism and that instead a more co-operative system of
guidelines and frameworks would shape the behaviour of companies. If this
reliance on voluntary schemes is to be the case, then firm commitments will need
to be in place to ensure that companies do not just act to the minimum letter of the
law. The view however that industry would automatically be opposed to any
additional regulation was dismissed by one government respondent, who observed,
"... Increasingly you find that companies are taking on voluntary codes of
conduct, but the extent to which they are voluntary is questionable because
they are pressurised by campaigning groups into doing that, so it is almost
mandatory for them to do that. The question is what happens when you
have a large company adopting a code, it then tries to pass on that code to
its suppliers, so you have a ripple effect, and then you have the
proliferation of codes at the moment. So increasingly we are hearing calls
from businesses for at least a degree of minimum regulation in terms of
standard statutes, so you have those companies that have invested a lot in
developing their own codes and then you obviously have a whole lot of
free riders who are less scrupulous and manage to get away with things.
There is a need to bring everyone up to the same standards and the extent
to which that needs to be regulated by government or whether industry are
able to be self-regulating. The jury is still out at the moment".
Thus, companies might look to preserve their responsible advances in law to
ensure that the irresponsible cannot reap the same advantages. This view assumes
that there are benefits to be had from acting in a more responsible manner that
need preserving and the advantage legally enshrining.
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7.3.3 Market Advantage/Negative Public Relations (PR)
One senior trade association respondent confirmed the framework of reasons why
a company might take a more responsible approach to its business, although
believed that the most important reason was to avoid negative PR. The comment
was oft made by tour operators that they "could not afford to be seen to be
slothenly with regard to environmental issues". A NTO observed, "tour operators
need to be seen to be helping and being involved". Yet, why is this? Why should
the company not be left behind with regard to environmental issues? The
implication seemed to be that market advantage would force companies to
improve their performance and yet the evidence given by the tour operators of
advantage accruing through environmental performance has been limited. One
major tour operator commented,
"We are saying that these twenty hotels...have got a good environmental
record and you can make a choice, you can make a difference by going to
this hotel — all other things being equal. But although we keep revisiting
the figures, we can't prove that this has been the case yet".
Thus, if market advantage is not the force that drives companies forward towards
responsibility on the environment, then this research suggests that it is the threat
of negative PR that snaps at the heels of the worst performers. "The customers
are demanding more, there has been so much hype and the media generating so
much cynicism around package holiday market that I think that tour operators
have changed, we have certainly changed" (medium-sized tour operator).
Whether the media can take full credit for this change, and whether the change is
as pronounced as the tour operator quoted above believes is uncertain, however
the following comment was made a disproportionate number of times: "If you
ask tour operators what motivates them to act in this area, then one of the things
that they are most scared of is being hauled up on Watchdog" (trade association).
If the company feels that it will suffer from the barbs of consumer organisations
and journalists, then it will have to improve its performance. If the company then
feels that it can improve its performance sufficiently to capitalise through market
'"Watchdog" is a BBC consumer affairs TV programme which regularly attracts over eight
million viewers
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advantage then this will become its strategy. Several respondents had adopted
this position, although as a medium sized tour operator observes, "the rest of us
Joe Blogg tour operators out in the market place will do it, but only if it is worth it.
If we could see that there would be some sustainable benefit to us from doing it
then we probably would". It is an axiom that not all companies can gain market
advantage from improved corporate responsibility, a viewpoint echoed in the view
of one large tour operator. "I think that our view is that the way the world is
going, the companies are having to become more responsible, so it doesn't
actually give them advantage, it just helps them remain competitive, so they are
going to have to do it".
73.4 Cost Saving
Further corporate responsibility can be encouraged via the cost savings that
improved environmental and social performances can bring. This was described
by one major company as "fundamental to the business" and yet this was a view
not commonly held and summed up well by the view of one mid-sized tour
operator, "...you tell them that they can save money but they might have to invest
a little, and it all goes back to the professionalism of the Small and Medium sized
Enterprise (SME) sector in tourism and the difficulty of trying to persuade people
who are making a half decent living as to why they should do it. You get the
champions, the altruists if you like, who pull other people along, but they tend to
be few and far between". A smaller tour operator also dismissed the cost savings
as a reason to take more responsible behaviour because of the often high initial
investment required and felt that if more responsible action were to be taken it
would be for more altruistic reasons. However, the same respondent later
commented, "We are not crusaders, we are.. .very much aware of environmental
issues, we do our small part, but we are not crusaders really and it is terribly
difficult".
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7.3.5 Altruism
Socrates (1998) wrote "He who knows what good is will do good" and although it
would be unwise to overestimate the role of altruism, it would equally be wrong
to dismiss its role in the behaviour of tour operators. One large tour operator
observed that the likes of Lufthansa, BA, Kuoni and Thomson "were not just
looking at the issues commercially, but altruistically". Indeed, many of the
programmes that were identified by respondents as evidence of their corporate
responsibility originated with the personal backing of the manager/owner. These
programmes were then able to develop into something with value, yet their
inception had come from a personal desire to "put something back".
7.3.4 Impetus for Future Change
Respondents were asked where they felt that any impetus for future change in the
level of responsibility shown by the industry might come from. The complexities
of the market were well understood by the elite interviewees and this made it
difficult to categorise responses clearly. However common themes to answers
received could be discerned, and these are shown in table 7.1 below.
Principally from
Consumers
All stakeholders acting
in unison
Principally from
Government
Tour Operators 6 3
NGOs 3 2
NTOs 7
Trade Associations 1 1
Government 1 1
Table 7.1: Where will any future change in the tourism industry come from?
The main theme was the number of respondents who felt that consumers would
provide the initial trigger for the industry to take more responsible action. These
answers were coupled with acknowledgement that other "levers of influence"
would need to be pulled for progress to happen, but this group of respondents
believed that the principle cause of action would be the consumer. "I think that it
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is probably going to be market driven.. .if companies are being requested, forced,
identified as something which is of concern to their customers then they are more
likely to do something about it. You already see that with British Airways
holidays, Thomson, in other work where there is a greater degree of
environmental awareness and that I am sure will increase as it has in continental
Europe, so it will be the customer who drives the change" (trade association).
The second group felt that all stakeholders would need to act in unison for there to
be any progress and that no single group would be likely to take unilateral action.
"I don't think that it is down to just the tour operator and the consumer, obviously
you have the governments too and the tourist boards" (NGO). In addition, several
tour operators were complementary of the more "assisting and consultative"
approach that NGOs were increasingly taking in their dealings with the industry,
although one NGO concerned with tourism was frequently criticised for its
"sensationalist" posturing which threatened to ostracise it from holding a
meaningful role. However, within the group of those who genuinely believed that
simultaneous iterative steps across the industry was the best path to take, there
were also those who felt that the very act of trying to move forward together
would prevent any movement in that direction. Such a position enabled the
respondents to argue for equal responsibilities and then to blame the other
members of the partnership when no progress was made. The position taken by
the tour operators here had close parallels with the "lack of control" cited by tour
operators to explain their present position on responsibility. There are also
parallels with the debate of sustainability as a whole and the strength of such an
all-embracing concept and its lack of "implementability" (Miller 1997).
The third category comprised exclusively of NTOs who felt that it was via the
local or destination government that the tourism industry would display greater
responsibility into the future. The NTOs acknowledged largely that consumer
awareness was increasing but because of the attitude shown by tour operators, the
destination government needed to be in charge of any future changes in direction.
While respondents were able to identify where any future change might come
from, they also identified price and control as factors that militated against tour
181
Chapter Seven — Results of Industry Interviews
operators taking the lead in any future developments. However, one leading tour
operator believed that the argument of price as a determining factor was really an
effect of poor customer loyalty and standards by tour operators in the past.
"People just think that because they can't trust what they are being sold, then they
will go for the cheapest option". The aim of that company was therefore to
become the number one "customer-led" company in the industry, by which they
meant being the most receptive to customer ideas. In doing so, the aim was to
capitalise on what they perceived to be a marketing opportunity by giving the
customer what the customer wanted rather than what had been contracted and then
offered at a discounted price. Coupled with the responses from other tour
operators there seemed to be a determination to move away from competing on
price in the future, although it was acknowledged that all companies would still
need to be competitively priced. Opinion was largely split over the effect that a
large tour operator adopting environmental credentials would have on the rest of
the industry. Some believed that it would take a large operator to seize the nettle
and force the rest of the industry into following suit. Yet for others this was an
unlikely scenario, "I can't see at this stage, or at any point in the near future, that
any of them (the large operators) would, and even if one of them did I can't
imagine that the others would necessarily follow unless all the consumers got
behind that operator and I can't see that either". What was clear was that very few
of the tour operators were about to take action without any pressure to do so from
one source or another.
7.4.1 Pre-departure information
One way in which respondents were increasingly taking action was through the
proliferation of pre-departure information on the environment (in its widest sense)
to the customer. The EC Package Travel Directive 1991 required that a minimum
level of information concerning travel documents, health matters, insurance and
other matters be passed to consumers and that for this, the tour operator was
responsible. Voluntary Services Overseas (VSO) launched its WorldWise Travel
Campaign in mid 1998 and received over eleven thousand requests for
information in the first six months. Other NG0s, NTOs and trade associations in
this survey also all reported high demands for information from the travelling
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INFORMATION IN THE BROCHURE
Arrival meetings at the resort
Dossiers available free upon request
In-flight magazines
In-flight videos
Information provided for TV programmes, newspaper articles etc.
Information sent with the tickets
On-screen booking information
Pre-departure meetings
Referred to buy travel books
Resort guidebooks
School educational packs
Tips for Travellers
Tour guides/reps. at the destination
Travel books available for sale
Travel books available free upon request
Videos available on charitable projects organised at the destination
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public. As part of its campaign launch, VSO conducted a survey of the travel
advice given prior to departure by fifty tour operators, representing the full range
of the industry (VSO 1998). The results, showed that a very few companies were
providing a comprehensive level of information while the majority lumbered
along with a slightly inadequate supply. However, what the survey failed to
recognise, and what came across strongly from this research, is that many
companies use tour leaders and representatives based in the destination to provide
the customer with the information that they feel is necessary. While such
advice/warnings are not pre-departure, their timing is still such that it precedes the
opportunity to create negative impacts and thus fulfils the intention of pre-
departure information. Thus, a brochure analysis is not sufficient to grade the full
supply of information. Table 7.2 lists the full range of environmental information
transferral techniques identified by respondents throughout the thirty-five
interviews conducted.
Table 7.2: How do you pass "environmental" information about your holidays to
your customers?
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Despite the recognition by industry representatives that providing more
information to consumers offered an opportunity for the future, respondents were
wary of providing the consumer with too much information. For some this was a
limitation, although it was often in the cases where the consumer was most likely
to be better informed that the tour operator wanted to give the most information.
Conversely, for some tour operators, understanding that the consumer could be
overloaded with information was an opportunity to provide what was admitted to
be "a fairly minimal message". Here the paradox was clear. Generalising,
customers undertaking what can be described as "harder tours" usually had a high
level of awareness, were not in a great need of information and yet were furnished
with a high degree of information and so the risk of patronising the client was
high. In opposition to this, the customer undertaking a "soft tour" would have a
lower level of awareness, yet contrary to needs would be given a low level of
information although the risk of patronising such a client is low. A small tour
operator observed, "To be honest with you, if people want to go to a religious
festival then the chances are that they have some knowledge about the festival
anyway and they are probably not going to need us to tell them (how to
behave).., generally our customers are fairly well educated and it would be
patronising for us to do that".
The second concern about the provision of environmental information to
customers is the point at which the customer is most receptive to new information.
One tour operator believed that this was such a subjective issue as to be beyond
consideration. However, if tour operators are to be encouraged to supply the
tourist with increased information, then it is as well that the information is given
at the most opportune point. Further, for the purpose of the consumer-driven
indicators, it is essential to determine the point at which that information, and the
medium through which that information is most appropriately delivered. As is
evidenced from the variety of methods shown in table 7.2 above, there was little
consensus as to the most appropriate medium or timing. However, the recent
proposal of the CSD (1999) identified in-flight videos as an opportunity it was
keen to see exploited. In addition to the arguments of several respondents that
visual messages are the strongest, the vertically integrated nature of the tourism
industry means that tour operators own airlines as part of their businesses. In such
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cases, lack of control, as cited in the arguments over maintaining qualities above,
is not a defence that can be made. One organisation believed that in addition to
the timing and medium of delivery, the style in which the message was
transmitted was essential. "'Thou shalt not drop litter', 'thou shalt not chew
gum', it is very dangerous if you don't pitch it right because it can backfire on you.
It is much better by example or by interesting people, or by humour". Research
needs to be conducted into the timing, medium and style of delivery that
maximises the effect of the message being given.
Thirdly, there was an intuitive belief that a tourist with more information is a
happier tourist. While such a theory supports the likelihood of greater
information being provided to consumers, without any evidence to verify that this
is indeed the case then it should be treated with greater caution. It is essential that
tour operators believe that a more informed tourist is a happier tourist and so
becomes a more loyal tourist if tour operators are to continue funding the work.
Similarly NTOs and NGOs believe in the link between a more informed tourist
and a less impacting tourist and so the intuitive theory is propounded. Research
needs to establish what the links between information, enjoyment, impact and
behaviour really are.
For the purpose of developing consumer-driven indicators, the claims that
consumers are making increased requests for information is encouraging, while
the lack of an established method to disperse information reflects the recency of
such clamouring. The warnings against the over-supply of information and
patronising the client should be heeded, as should the need to question the
consumer about the preferred time, medium and style of delivery of new
information.
7.4.2 Eco-labelling
In addition to comments made on the provision of information, respondents were
asked for their opinion on whether eco-labelling would be an approach that would
furnish the tourism companies with any benefit in the future. There are obvious
parallels between the use of such labels and the opportunities for consumer-driven
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indicators and thus the research was keen to determine what respondents saw as
the limitations of the labelling approach. More directly, the research was able to
identify if respondents felt the use of labelling would enable the demonstration of
a more responsible future position. The answers are grouped in table 7.3 below.
Eco-Labels would help
sell
Eco-Labels would "add
something"
Not interested yeti
Customers not ready
Tour Operators 4 5 5
NGOs 3 1 1
NTOs 5 1 2
Trade Associations 2
Government 1 1
Table 7.3: Opinions on the value of eco-labelling for the future of the tourism
industry.
The most interesting element of the above results is what respondents understand
eco-labelling would give to companies if not an increase in sales. The answers
broke down along the same lines as was identified in the section on company
responsibility. Thus, the more cynical respondents saw the schemes as a way to
improve defence against any future attacks by Watchdog or other such
organisations, which should be a cause for some concern in the authority issuing
the label. Others saw cost savings as the reason to belong, seeing labelling as "an
intelligent way of going about business". Altruism was far from discounted as a
reason to gain accreditation, with organisations acting beyond normal
commercially viable limitations. One tour operator cited the way that companies
had been "pulled-through", taking an increasingly responsible position through a
mentoring type process from fairly humble beginnings. This approach was
criticised by an NGO who claimed that their concern for tourism meant they
couldn't support any attempt at labelling because of the inherent imperfections of
the process. This weakness was acknowledged by many other organisations
although the more common opinion was that improvement had to begin
somewhere and if labelling was the trigger to provoke that, then it should be
encouraged. The ability of labelling schemes to be pushed down the supply chain
was seen as a key component in spreading the award and the benefits of the award
throughout the industry.
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Of the five tour operators who dismissed the idea of eco-labels, three had been
"burned" by the experience of either trying to utilise their environmental
performance to increase sales, or had suffered from another organisation's
attempts to arrange such a label. The other two tour operators and the NTOs
believed that there was a lack of evidence to suggest that a market advantage
could accrue from adopting such a label. The lack of evidence of marketing
advantage was countered by other organisations citing the number of such labels
that exist as a kind of self-fulfilling proof that the awards had value. More
concretely, NTOs gave examples of their firm commitments to pursue this
approach in the future, believing that eco-labels were an effective way in which to
inform and impress the consumer. Other organisations felt that receiving
independent vetting of their products was the only way to remain competitive in
the future. This raises the critical issue of how independent and who the issuing
authority is, a medium sized operator believed, "...people are so wary and you
have to be very careful that, well, environmentalists are still seen very much as a
lobby and there is a fear that they would put off as many people as they
encouraged".
The problem of the lack of consumer awareness was raised, although to some
extent this lack of awareness is a function of the perception that the awards can
attract public attention. Too many awards have "cannibalised" each other to the
point where there is low recognition of any individual label. The aim should
therefore be to reduce the number of schemes although then the problem becomes
which one to remove. The call made from the CSD#7 meeting in 1999 was to
review all the labelling schemes currently in operation, to determine the common
elements and then to begin the process of officially recognising the better awards.
While fewer awards would help to achieve greater name recognition, some
respondents had concerns that this approach would risk loosing local level input
into what is measured and what is rewarded. However, a series of local level,
specific schemes encounters exactly the present problem of no customer
recognition and so the label fails to achieve any marketing advantage for
participating companies. A NTO representative offered, "I think that this is the
way that it has got to go with consumer recognition. If you imagine in twenty
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years time an AA stars type system". However, while the inability to achieve
marketing advantage does not remove the potential for an award scheme to deliver
benefit to the company via cost savings, avoidance of negative PR and an
encouragement for altruism, it certainly makes the task of selling the award to
companies more difficult. One NGO respondent's view that eco-labelling will
"become part of what people understand by going on holiday" looks to remain a
challenging distance away.
The number of eco-labels is evidence that companies feel a need to show off their
environmental credentials to the public and that to some extent the public looks
for such labelling. However, the lack of any such firm data means that any
scheme would need to promote other reasons for the company to become involved.
In addition to this lack of evidence, concerns over the issuing authority, the level
of local involvement, name recognition and tour operators' continual argument
over a lack of control over the elements of supply, mean that eco-labelling
remains an issue for only the more proactive companies and those operating in
specialised niche markets. The responses do show that for the development of
1ST clear lessons can be learned.
7.5 Opinion on the 1ST
What the final section of the research sought to do was ask for opinions on a
subject that had been largely unconsidered by most of the tour operators.
However, for the NT0s, NG0s, trade associations and government, the subject of
indicators although a new subject, could be described as increasingly part of
current thinking. Several tour operators seemed to struggle with the concept of
indicators and asked frequent questions as to how they would be applied. To this
end, the research approach of sending the indicators in advance as a research brief
was valuable. The aim of the research was to receive opinion from industry
respondents on the developed 1ST and to determine when and why the industry
would implement 1ST.
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7.5.1 Environmental Impact Indicators
The most frequently made comment from respondents on these indicators was that
customers travel because of the excellent environmental performance of the
company or the destination. A medium-sized tour operator commented, "People
come on holiday with us because we are at the top of all these listings". This view
typified the understanding of respondents, that an issue would only be measured if
there was a problem, rather than measuring an issue to prevent a problem or as a
way of ensuring customers continued to be attracted. Several companies however
did understand the need for continuous monitoring and were already formally
measuring air, water and noise quality as part of the health and safety audit.
These were often companies who had said their customers were not interested in
environmental issues, although they also said that the customers would not
continue to use a company or visit a destination if they knew there was poor air,
water or noise quality. Taking air, water and noise quality to be environmental
issues, then customers are already choosing holidays to an extent, on the basis of
the environment. However, they are making decisions on the basis of the
knowledge that they currently have about the environment, which as the industry
believes, is a limited amount of knowledge.
The second main issue is the extent to which the tour operator wants the customer
to have more environmental information. This was discussed above as the
problem of inertia, yet it can also be seen as a problem of balancing "putting off'
customers against the need to correct the consumer's expectations. One tour
operator recited swathes from their brochure about the noise that customers could
expect during the high season and then observed, "We say that. And it goes
against us. There are a lot of lies told by this industry and if you try what we do
then it works against you. Too honest and you pay the price commercially, it is a
very difficult thing" (Appendix 11). The price that the company pays in deterred
business is mitigated, and one expects exceeded, by an improved level of
customer loyalty. However, being able to strike the balance between the risk of
putting off more customers than are retained, is a strong curb against providing
the consumer with greater information.
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The third issue to arise from the opinions of respondents on the environmental
indicators is the legal ramifications of reporting accurately on a variety of issues.
Another tour operator who did report on the noise quality at the destination stated,
"...but we do it from a legal point of view, because we know that if they are there
and it is noisy, then they will take us to the cleaners". The comment was
frequently made that the air, water and noise quality would all be measured by the
health and safety "audit" conducted before tourists are sent to the destination.
This information does not have to be reported, and yet the EC Package Travel
Directive does require accurate reporting in brochures and hence, where there is a
problematic issue of importance to the customer then there should be a need to
report that in the brochure. Thus, within the existing legal framework, if the
customer expressed greater interest in wider environmental issues, then the
company would be required to report on those issues and supply accurate
information on the destination. A small tour operator opined, "I think that some
of them (environmental indicators) we clearly have an interest in, because those
that impact on our liability as tour operators then we clearly have to be very much
involved in. Those which are more peripheral and those which can be isolated
solely as environmental issues then we have to work with the local people to get
them sorted, but I don't see any huge impetus to make that happen at the moment
either from our UK end or from the local end". This returns to the problem of
inertia and the fact that these wider, or more peripheral issues "...probably
wouldn't cross their (the consumer) minds unless they actually picked up
something which said that it was a problem" (medium-sized tour operator).
The final indicator of environmental impact, the resident attitude towards
environmental impact, was dismissed by even the most proactive tour operators as
being beyond their remit. For, NG0s, NT0s, and government the indicator was
endorsed as beneficial. However, the tour operators felt that while they were
grasping to a greater or lesser extent with their customers fledgling interest in the
environment, it was too much to expect them to be interested in the local
resident's opinions on the environment. Once an environmental consciousness
has been raised, then it may be possible to include a measure of what the local
population thinks of the environmental impact, but the consensus from the tour
operators was that this scenario is very much for the future.
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7.5.2 Energy Indicators
The energy issues were believed to be relevant to the tour operator's customers
but to a more muted level than had been the case with environmental impact. The
reason for the lack of interest was held to be the distance of the issue from
anything that affected the consumer directly, and thus the level of sewage treated
was seen as the most relevant indicator from this section. The remaining issues
all received a polite recognition from tour operators and an acknowledgement that
they would do whatever they could to help, but within the bounds of commercial
viability. As the industry felt these issues are largely unimportant to consumers,
then the limits to commercial viability are much closer and several tour operators
commented that they could only justify extending non-financial help. The
responsibility to monitor these issues was thus ducked by tour operators and
passed on to the local authorities, local government, NTOs — seemingly anyone as
long as it was not the tour operators. One tour operator spoke of the need for
partnerships with local authorities despite previously having admitted that such
partnerships never worked. While this position is reminiscent of the ECOMOST
report (Hughes 1996), other tour operators observed that their customers might be
interested to know about such issues and would therefore like to have the
information available. One tour operator immediately saw the legal potential of
the information and stated that "It wouldn't stop people from going, we just have
to warn people about it as much as possible". Two large tour operators believed
that the problem was mainly one of language and that the message could be
expressed by seeking the positive opportunities that any problem created. A small
tour operator cited the example of a destination's unreliable electricity supply as
an opportunity "to enjoy as the locals do a romantic candlelight dinner". While
there is merit in this approach, it is difficult to see any potential benefits from a
high level of unpolluted sewage being disposed of near the swimming beach.
It is important to remember that the tour operators will always seek to achieve a
balance between the best environmental option and what is commercially viable.
Increasingly there is recognition that other factors beyond just price can influence
the commercially viable position. However, in the case of energy, the cost still
191
Chapter Seven — Results of Industry Interviews
exceeds any incentive to reward increased involvement. In the case of sewage
then there was an acceptance that because of the health and safety implications,
the tour operator had a duty to be more concerned and make checks to ensure a
sufficient standard during the contracting of the destination. While it perhaps
seems unlikely that the level of sewage treated would ever be an indicator that
helps potential consumers choose their annual holiday, the evidence of the Blue
Flag beaches scheme would appear to show that people do use such advice.
7.5.3 Employment Indicators
Respondents were very much divided as to whether the consumer is interested in
the employment practices of the tour operator, although respondents were more
comfortable with the topic and considered it more relevant to their core business
than the previous measures of energy usage. Two main issues arose from the
discussions.
The first was that employing anyone has to be subject to the commercial realities
of whether they can do the job effectively, if so, then the cheapest person will get
the job. For many tour operators the problem was that local people do not
understand the western service culture required and so non-locals are brought in to
perform the tasks. One company did bring people from the destination to the UK
in order to equip those local to the destination with the skills necessary and thus
retain local employees. While doused with some degree of altruism, this is
subject to commercial realities, thus a small tour operator recognised, "you are
only as good as your local staff basically". For other companies, employment
practices determine their image, which is what they believe gives a commercial
advantage over rival companies. Thus, although employing a mature, native,
bilingual tour rep is more expensive than the British, monolingual, immature
alternative — the company feels that the decision delivers them market advantage.
Therefore the extent to which respondents felt that the consumer is interested in
employment practices is determined by the viewpoint of the organisation. The
research identified several organisations that claimed their customers were aware
and wanted to be escorted by a native guide and know that the guide was paid a
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non-exploitive wage. Conversely, organisations openly stated that "nobody gives
a hoot" or that "nobody would make much of it".
The second issue was that of equity in employment and how the level of males to
females is often culturally determined, as is the level of wages that can be paid to
them. This is fully acknowledged in certain situations, and where it is of concern
then the tour operator must abide by local practices rather than pander to western
requirements of equality. However, rather than dismiss the concept, this
reinforces the view that any indicators must be interpreted against the destination
background and neither viewed in isolation nor against universal benchmarks.
What is noticeable from these indicators is the gap between the NGOs and the
tour operator's views (see Chapter nine, "To Re-associate ST and SD"). The
NGOs firmly supported the indicators presented and suggested that additional
measures of local involvement, local entrepreneurial activity and local ownership
all be added to the list. For tour operators, employment was determined by legal
restrictions, the potential for negative PR, market advantage and cost savings
perhaps tinged with altruism. A medium-sized tour operator felt strongly,
"...there are some jobs that we just cannot afford to have locals in, and that is a
big stumbling block when you speak to Tourism Concern or others.. .and you just
say, well look, 'I don't mind, but my clientele minds', they (the NG0s) are not
tour operators so they don't know the problems involved and they don't have to
face the problems". This gap reinforces the message that the ideological can often
become separated from the practical and the indicators produced must reflect the
restrictions of the industry.
7.5.4 Financial Leakages
Perhaps the most surprising indicator was the one measuring financial leakage.
Tour operators seemed aware of the issue and had received feedback from
customers inquiring as to how much of the money paid was retained by the
destination. While the respondents were all a very long way from a formal policy
to measure leakages in a systematic way, the understanding of the issue was there
and preliminary attempts were being made to improve the level of income
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retained. Most effectively, attempts to provide the customer with an increasingly
"authentic" product, which extended from the specialist to the mass tour operator,
were helping to trap more of the customers' money in the destination. The
paradox is that as more of the customers' money is retained by the destination,
less money is kept by the tour company, yet the customer is happy to receive the
product in the manner desired and so is more likely to return to that company.
Thus, again the commercial realities determine the extent to which the tour
company will encourage spending beyond their vertically integrated grasp.
Similarly, the current strength of the market demand to certain destinations was
furnishing the suppliers with a better bargaining hand and so more money could
be retained in the destination (where the suppliers were locally based).
The main issue was one of the ability to measure leakages in an effective manner,
and most NG0s, government and trade associations were willing to enter in to
debate over the difficulties of this task. However, the broad agreement was that
because at present there is no measure of the benefit that tourism can provide to a
destination, then any measure must be an improvement whatever its limitations.
However, one concerned NGO with acerbic charm opined "...if you can find any
company that can handle this, then I would be really thrilled for you...but here in
the UK, operators won't in any way, shape or form take responsibility for this".
Seven companies were identified by the research as conducting leakage analysis,
showing that companies are beginning to move forward on this issue, directed
primarily by a sense of corporate responsibility, but increasingly by consumer
awareness. What is relevant however is what happens when the companies begin
to complete the analysis and determine the level of money that is leaked from the
destination. One organisation returned to a point made above about the
willingness of tour operators to release the information even if they do measure it,
"if the likes of the people you have spoken to do this analysis of their product then
they would find that the amount of money that stays locally can be less than ten
percent". This natural tendency to conceal embarrassing information would not
be overcome until there is a commercial reason or a legal requirement to do so.
Of the two, the market seems more likely to be the trigger that initiates reporting
on financial leakages.
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7.5.5 Staff Training
The tour operators saw staff training as an area for which they have responsibility
although many again complained that they did not have control over who was
employed. However, the tour operators via the customer satisfaction
questionnaires (CSQs) did consider themselves in a position to control who was
invited to leave the company and so ensuring that standards were maintained. The
training was limited by the resources available, which in the case of smaller
operators was a considerable constraint. For the NG0s, trade associations and
government, training was also one of the key benefits that tourism could bring and
so was seen as an issue with potential.
Customer satisfaction was considered to be vital and if the customer became
increasingly concerned with environmental issues at the resort, then the tour
operator would measure the customer's satisfaction in this regard. For the
specialist operators where environmental issues can be of paramount importance,
questions on the CSQ relate specifically to customer satisfaction on the
environmental conditions. However, at present the CSQs of the mainstream
companies show little mention of the environment.
Staff satisfaction at the resort was dismissed as a western concept that often has
little meaning in the destination. Further, where the bulk of tourist activities are
owner-managed, then the concept again becomes redundant. However, for the
larger companies operating in western markets, the operators said they would be
interested to see a measure of staff satisfaction, as this would bode well for their
customers. Questions were also raised over how honest staff would be in replying
to questions about their satisfaction when their employers could view the results
of the survey.
The level of staff training in environmental issues was seen as critical in some
destinations where tour operators would be censured for employing under-
qualified or ill-informed staff One major tour operator spoke of their desire to
use tour representatives to promote environmental issues in and around the resorts
but admitted that this would be an onerous burden on the existing reps who were
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not sufficiently qualified for this task. The staff training therefore could be seen
as an opportunity for the company to display its environmental credentials,
develop a "feel good factor" amongst its staff, gain market advantage and increase
customer loyalty.
The level of staff training was seen as a set of indicators, along with employment
and the level of leakage, which could determine how much the local population is
directly benefiting from tourism rather than the other indicators which mainly
monitor the levels of negative impact.
7.5.6 Social Impacts
The greatest awareness and concern for the social impacts of tourism came from
the NGOs and government. Tour operators felt that the culture of a destination
was an important draw for their customers and so were keen to see it preserved.
However, tour operators wanted the culture to be exactly preserved as it was, or in
fact as it never was but was perceived to be by the tourists. This approach to
managing the social impacts of tourism excludes the dynamism of cultures and
societies and the effects that other agents of change have upon cultures (Butler
1974, Mathieson & Wall 1982). Therefore, the tour operators were largely
unconcerned with resident attitude surveys on a change in local culture, but
instead were keen to know if the tourists perceived the culture as changing
towards something that they were trying to escape from at home. What this view
ignores is the early warning that a resident attitude survey can provide for a
culture negatively affected by the impacts of tourism. Tourists travelling to a
destination for two weeks are not in the best position to make comparisons or
observations, thus the voice of residents can be a powerful one in creating
awareness of potential problems. Yet, whenever the issue strays from being of
direct and immediate concern to the customer, then the interest and financial
involvement of the tour operator wanes despite the long-term advantage of taking
a more proactive role. A large tour operator confirmed, "If the impact is on the
tourists then it is pretty high on the agenda and we would need to do something
about it", otherwise "it is not something that we would carry out".
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An issue that does have direct and immediate resonance for the consumer is crime
or the risk of crime, a concern heightened by the legal onus of the EC Package
Travel Directive. Therefore all the tour operators give advice against crime where
it is likely to be a problem, and yet the problem of not patronising the client with
redundant warnings is acute. Many of the tour operators had horror stories about
crime and tourism, of which the tour leader who was mugged on a religious
pilgrim trail and then who, while reporting the crime to the police had his car
stolen from the police car park, was perhaps the "best" example. Yet the common
theme to all the evidence was that a crime against a tourist was worth many
crimes against the local population in terms of negative publicity and deterring
future visitors. In this way, the NGO arguments to include sex tourism and
prostitution amongst the measures of crimes raises a valid argument as such
crimes are likely to negatively affect the tourist destination through the
development of a poor image.
Tour operators were keen to counter the view that the local population was largely
blameless in the creation of negative social impacts from the tourism industry.
Reference was made to the way in which the local populations have fuelled the
developmental fires in many destinations and brought poor quality capacity onto
the market. One forthright example was of Aya Napa in Cyprus where crime and
deteriorating social standards was blamed on tourism. A medium-sized tour
operator was resigned to his opinion,
"If you are in that market then you have to bear the consequences from
being in that market. You are making a lot of money from it, you will find
that if you ask the individual bar owners then they certainly don't want to
ban the squaddies from coming to Aya Napa, if you ban the squaddies,
who are no better or no worse than those that go to Aya Napa anyway,
then you are going to be depriving the market of their prime market and
what that area is set up to do. You accept the odd murder, the beatings,
the rapes, that is part and parcel of the culture that you have created. They
are making money from it, how can they complain about it? So from that
point of view, the creation of those ghettoes is a joint effort between the
tour operator sending a particular client and the locals who are making
money out of it". (Appendix 11)
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Customer interest in an issue was shown by the opinion of respondents to be
largely the determining factor of the industry's concern on the social impacts of
tourism. NGOs are able to promote and highlight an issue as important, but until
the consumer rather than the operator gets this message, then the research has
identified little evidence of any initiative being taken to mitigate the negative
social impacts of tourism other than to meet legal requirements, avoid public
censure or gain market advantage.
7.5.7 EIA
ElAs were seen very much as the responsibility of the local authority and a
subject over which the tour operators had least control. Given the
misunderstanding as to what an ETA should comprise, it is perhaps wise that tour
operators do not take any responsibility for ETA as this could lead to a very
muddled scenario. Tour operators did recognise the potential for negative PR if
they were identified as sending tourists to a resort that had been developed on an
old burial site for example. However, ignorance at the time of contracting NJ as
felt to be a sufficient excuse and the company would just pull out of the
development once they became aware of such a problem. Most NTOs claimed
that they did perform ElAs for all new developments, however, in several cases
this was in the same country where tour operators who were interviewed had
dismissed the idea that ElAs were conducted. Thus, for the simple indicator of
whether an ETA was conducted or not, there seemed to be a disagreement. NGOs
reported using a core framework for ElAs completed, although there was a degree
to which they were modified for each project. The size of the development was
also a key determinant of whether an ETA was conducted at all and the extent to
which it was conducted, a government respondent commented, "proportionality is
very important". A related issue was the CSD draft proposal that a social impact
assessment be included within all ETA, and this was fully endorsed by NGOs
interviewed.
On the question of continuing and reappraising the ETA, the main concern was
over who and how often this would be conducted. Two tour operators that
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conducted audits of their tours did so every three to five years, the main problem
being that the audits were not conducive, and so could not be conducted
simultaneously, with the health and safety audits that were conducted, which were
required by law.
7.5.8 Management Policy
The main concern was that the existence of management policy could not be taken
as a proxy for action. Specific targets would need to be established to ensure that
the policy was actually producing results and not just winning the company
plaudits or staving off criticism. What was apparent from the research was that
many of the companies interviewed did take action to reduce impacts where
possible, but that to do so was an informal decision with no formal policy to guide
action. These companies tended to be those that were acting primarily to avoid
censure from the media and/or the consumer. The feedback from CSQs, tour reps,
guides or information from other sources was often the full extent of the
monitoring and if their attention was drawn to a problem, then within the confines
of commercial viability, the problem would be addressed. Those companies that
had developed a formal policy were more likely to have travelled further down the
road of corporate responsibility and were seeking to make consumer gains from
the approach. These companies were also more likely to have integrated the
reasons for the more responsible approach into the company philosophy and thus
be in a position increasingly to force these commercially driven altruistic policies
on to suppliers.
7.6 Revision of Indicators
The one uniting theme in the industry interviews was that the companies were
largely interested in any issue of sustainability only to the extent that their
customers were interested, although three of the companies could be said to act at
a level beyond their customer's awareness. What this ensures is a problem of
inertia, whereby the consumers are unaware of a problem and so the tour
operators do not measure or monitor this problem because they have no cause to.
Yet simultaneously, the tour operators say that they would do something
199
Chapter Seven — Results of Industry Interviews
(anything) if the consumers expressed their concern. The consumers' lack of
awareness over issues ensures that they do not express their concern and so
nothing is done by the tour operators, a perfect catch-22 (Heller 1955). Added to
this inertia is a disincentive to provide the consumers with information, as this
would cause consumers to demand change which would be expensive. The easier
and cheaper option is therefore to preserve the status quo. Thus the extent to
which tour operators are willing to accept and adopt the indicators is the extent to
which it is necessary to do so within the bounds of the framework identified in
figure 7.1.
Legally, the EC Package Travel Directive ensures that the tour operator takes
greater responsibility for the health and safety of the consumer while on holiday,
and these are issues that are monitored regularly. These issues tend to be the
environmental quality issues of air, water and noise pollution, but only to the level
that health and safety are preserved, or the law is met. Another factor influencing
the level of monitoring is that membership of AITO requires all companies to
issue a CSQ so customer satisfaction on general issues is monitored. These
membership requirements would seem to be an opportunity for the trade
associations to help force through more stringent monitoring requirements.
Beyond this, companies in remote destinations monitor their impact to avoid
censure from the destination and negative PR from Watchdog and other consumer
programmes on TV, radio and in newspapers. The more proactive companies
conduct audits of the impacts of their tours in order to achieve market advantage,
cost savings and one company, through altruism and the belief that at one point in
the future it would produce market advantage. Thus, there is a significant level of
monitoring of a variety of issues in the industry at present and for all the reasons
identified throughout the chapter. What is worthy of note is that for many
companies, this monitoring is conducted on an informal basis against dynamic
criteria and with informal reporting, although several companies stated that they
were formalising the procedures for monitoring.
NTOs claimed that to a greater or lesser extent, monitoring was conducted on the
impacts of tourism, with some of the indicators presented being measured already,
although several NTOs were unable to identify the department responsible for this
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monitoring. There was no doubt that NTOs saw monitoring as their responsibility
but would welcome the assistance (particularly the fmancial assistance) of tour
operators who were largely seen as shirking their responsibility. In one example,
the country levied a charge on tour operators directly for the purpose of
monitoring the impacts of tourism, although the NTO conceded they were only
able to do that because of the strong product they offered and the ability of the
tour operator to charge a premium to customers, which covered the government
levy. All respondents had broadly been in favour of the CSD (1999: 4K) draft
proposal inviting the appropriate body to "develop core indicators.. .as well as
the...testing...of indicators for sustainable development".
Based on chapter six, the author was able to revise the list of indicators as a result
of the Delphi survey, but such an approach is not possible in this chapter.
Respondents identified indicators that were more or less likely to be implemented
at present and this related to the degree to which the customer was directly
affected. However, all respondents conceded that were the customers to ask for
information on a certain topic, then the company would begin to supply that
information and the indicator would be implemented. This identifies the
importance of the following chapter where consumers are surveyed to determine
the issues they are interested in and to what extent they would choose their
tourism company on the basis of the information provided.
7.7 Summary
This chapter aimed to establish what factors influenced the degree of
responsibility shown by industry respondents in order that it could be known how
and under what circumstances the industry would be likely to enact a programme
of monitoring. The research developed a framework in which the legal burden on
a company is the first determinant in the level of responsibility shown. The threat
of negative PR was identified as a significant tool to focus the minds of the
industry, while cost savings and the potential for market advantage were still felt
to be largely unproven. The final determinant of the degree of responsibility
shown was that of altruism, a concept easily dismissed as naïve, but one that did
play an important role in the respondent's decision making.
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However, the respondents to the interviews did not feel that the industry was static
or that the position identified would necessarily be still valid in the near future.
The increasing provision of pre and post departure information was cited as an
example of the way the industry was moving to court the ever more demanding
consumer. Eco-labelling was also identified as a technique that could be utilised
to boast of environmental credentials and also ensure that minimum standards are
maintained. However, there was a mixed response to the question of where the
main impetus for future change is going to come from. The consumers,
government and all stakeholders were mentioned as having a role to play in
promoting a more responsible industry, and yet there was a belief that any change
was going to have to come as a result of consumer pressure. Certainly for the
implementation of indicators to monitor the movement towards sustainability,
respondents expressed the opinion that consumers had the power to force
companies to monitor and without this pressure then a position would be taken
according to the legal minimum, the threat of negative PR, the opportunity for
cost savings or the degree of altruistic influence of the owner/manager.
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CHAPTER EIGHT: RESULTS OF CONSUMER SURVEY
8.1 Introduction
So far the research has filtered and tested 1ST against an expert panel as well as
leading organisations and figures from the tourism industry. The final stage of the
research was to test consumer opinion on the value of the developed 1ST. This
chapter will report the findings of research conducted at the "Destinations" Travel
Market, held at Olympia conference centre, London from the 10 th to 13th of
February 2000. The research addressed the following specific research aims;
1. To determine if consumers use wider product information to influence
their holiday purchase decision.
2. To determine whom consumers consider responsible for the provision of
this wider information.
.3.	 To explore which indicators developed by the research so far are of
concern to consumers.
4. To identify if consumers would be willing to use the information from the
indicators in their choice of holidays.
5. To revise the 1ST in accordance with the opinion of the consumer
respondents
The four hundred and eleven self-completion questionnaires were divided into
four sections although the results from these sections will be presented here in a
different order to that in the survey. In compliance with standard questionnaire
design, the final section of the questionnaire asked for details about the age,
gender, occupation and educational qualifications of the respondents (Frankfort-
Nachmias & Nachmias 1996, Miles & Huberman 1994, Sapsford 1999). Such
personal details are left until the end of the questionnaire in order that the main
information of the research can be obtained already should the respondent refuse
to answer any further questions. In order to provide the profile of the sample, the
results of these questions will be discussed first. The second section to be
presented shows the results of questions into consumers' use of product
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information for day-to-day products and the extent of their activism with regard to
seeking wider information. Chapter four detailed the link between the patterns of
behaviour in day-to-day life and the likely behaviour exhibited on holiday
(Williams, Shaw & Griffiths 1996) and thus provides the rationale for this line of
inquiry. The third section refers specifically to the respondents' use of
information for the purchase of tourism products and asks who they feel has the
responsibility for the provision of this information. The fourth section shows the
results of consumers' evaluations of the indicators developed by the research and
also seeks to discover if there are other areas on which consumers would like to
receive information.
8.2 Survey Respondents
Figure 8.1: Age of Respondents
Figure 8.1 shows 37.8% (153) of respondents in the age category 25-34 and an
otherwise almost even distribution across the remaining age categories. Of the
above age categories, the only group that might be expected to have received any
formal environmental education is the 16-24 year olds, whereas the other groups'
environmental awareness would almost certainly be via an informal education.
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Figure 8.2: Gender of respondents
Figure 8.2 shows 42.5% males (173) and 57.2% (233) females in the sample.
This difference is exaggerated by the propensity of females to take charge of
completing the questionnaire when a mixed sex couple were selected, even though
groups were requested to use the industry standard "next birthday rule" to
determine who should answer the questionnaire. Thus, despite the disparity, the
sample reflects the broadly even distribution of males and females at the show,
although the views of females are slightly over represented in this sample.
YES
Do you have Frequency Percent
GCSE/0
levels 351 87.1
A Levels 258 64
HND 30 7.4
NVQ 31 7.7
Degree 185 45.9
Postgraduate
degree 56 13.9
Professional
qualification 143 35.5
Table 8.1: Educational achievement of respondents
The educational achievement of respondents shows the non-representative nature
of this sample (and therefore population) when compared against the general
public. For the general public, 0 Levels, GCSEs are the highest qualifications
achieved by 22%, A Levels by 12%, a degree (or its equivalent) is also achieved
by 12%, while a postgraduate degree is only achieved by 3% of the population
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(MORI 1999). However, as can be seen from table 8.1 above, only 3.2% (13) of
respondents did not report any qualifications (against 30% for the general public),
87% claimed to have at least GCSE/0 Levels and 46% of the sample had a
university degree. The high level of qualifications reported distinguishes the
population surveyed from the general public, but will also be reflective of the
greater number of younger people represented (as shown above) at the travel show
than in the public as a whole.
SOCIAL GROUP FREQUENCY PERCENTAGE GENERAL PUBLIC
PERCENTAGE
A 19 5.9 2.9
B 85 26.5 18.9
Cl 106 33 27.0
C2 95 29.6 22.6
D 12 3.7 16.9
E 4 1.3 11.7
ABC' 210 65.4 48.8
C2DE 110 34.6 51.2
Table 8.2 Social Grading of respondents
Table 8.2 further demonstrates the non-representative nature of the sampled
respondents with a clear bias for ABC1 respondents. The sample is more
educated than the population as a whole, (reflecting the higher social grading)
although overall, the sample reflects a spread of ages and both genders. As such,
the group reflects Cohen's (1972) "individual mass tourist" who travels with
greater flexibility than the organised mass tourist, but perhaps leans towards the
"explorer" who travels more independently and is more prepared to make his/her
own travel plans. By being present at a travel market the respondents have shown
their interest in tourism, and also a willingness to seek information for themselves
beyond that which is available from a high street travel agent.
8.3 Consumer Use of Product Information
Information was gathered on the behaviour of respondents in their day-to-day
lives with regard to the use of green product information and their level of
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consumer activism. The following section presents the individual results of the
questions asked, but also an index was calculated based on respondents' answers
from this section in order to ease the later cross tabulation calculations.
Question one asked respondents how much green product information influenced
their purchase decision for day to day products.
Figure 8.3: Does green product information influence your decision?
A definition and examples of "green product information" had been provided
prior to this question in order that all respondents understood the phrase equally
(see Appendix 12). Caution must be exercised in interpreting the results of any
questionnaire, especially where respondents may feel there is a socially desirable,
or "correct" answer to a particular question. However, the level of 7.4% (30) of
respondents who said they are always influenced by green product information,
and 66% (272) who said they are sometimes influenced, are reflective of the
evidence of consumers using product information shown in chapter four. Further,
the 21% (84) who replied that they did not usually use such information, and 5%
(21) who said they never used green product information, would signify that
respondents felt able to answer freely and were not pressured into giving a
particular answer.
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Having identified the extent to which product information was used, question two
asked if consumers would like to see more day to day products with green product
information on.
Figure 8.4: Would you like to see more day-to-day products with green product
information on?
Despite 25% of respondents in the previous question replying that they rarely or
never use green product information, only 8.4% (34) did not want to see more
such information in the future on day to day products. This would seem to signify
a preparedness to use extra information in purchase decisions if that information
could be more widely available. Comments made by respondents during the
completion of the questionnaire included complaints about the size and lack of
standardised presentation of current product information. With specific regard to
green product information, respondents were wary of the environmental claims
made by companies and this could also be a reason why more people wanted an
expansion and development of their use than were using them in their current
form.
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Questions three and four sought to identify the extent to which respondents
actively sought product information from other sources. By their very presence at
the Destinations Travel Show the respondents had shown a propensity to collect
information prior to purchasing, or prior to travelling, but the aim of the questions
was to explore through what other methods information was obtained in addition
to labelling.
YES
(FREQUENCY)
YES (%)
Have you purchased any consumer magazine in the last
6 months?
137 33.7
Have you watched any consumers affairs TV
programme in the last 6 months?
356 87.5
Table 8.3: Level of consumer activism
With 87.5% of this sample claiming to have seen a consumer affairs programme
within the previous 6 months and almost 75% of respondents in question saying
that their purchase decisions are affected by green product information, these
results reflect the concerns expressed during the industry interviews about the
power of Watchdog and other such TV programmes. Television would appear to
be a much more powerful tool in creating awareness about an issue to the
consumer, although with over one third of the sample having bought a consumer
magazine in the previous six months, the responses indicate a sample receptive to,
or at least actively seeking extra information.
Having asked about use of green product information, whether more would be
desired and how actively information is sought about products, the final question
asked about membership of groups with links to the environment and/or tourism.
This was to identify if consumers were sufficiently concerned about an issue to
join and make donations to a group conducting work on that issue. A number of
groups were identified for the respondents, and space was provided to include any
other groups of which they might be members.
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YES (FREQUENCY) YES (%)
Are you a member of any group? 179 44
Including:
National Trust 84 20.6
RSPB 22 5.4
Tourism Concern 13 3.2
Green Peace 25 6.1
WWF 43 10.6
Friends of the Earth 17 4.2
Ramblers Association 21 5.2
Miscellaneous 44 10.8
Table 8.4: Are you a member of any of the listed groups?
While 44% of the sample were members of at least one group, the 410
respondents held 269 memberships between them to various groups and show a
strong inclination to act on their concerns. These figures also reflect those of
Dinan (1999) who surveyed tourists to Devon and found 23.2% of respondents to
be members of the National Trust. The National Trust has a membership of
2.6million, representing under 5% of the general public, while the RSPB has a
membership of under one million, demonstrating again the non-typical nature in
this regard of the sample. Dinan (1999) hypothesised that the large proportion of
tourists who were members of the National Trust in her survey was due to the
high number of National Trust properties in the area and that people had joined to
take advantage financially of the discounts membership affords. While there are
relatively few National Trust properties in London, there are many within an easy
distance and may explain why membership is so much higher than, for example,
the Ramblers Association.
8.3.1 Green Consumer Index
An index was calculated by scoring all the possible answers a respondent could
have made to the questions relating to consumer use of green product information.
Thus, a consumer could "score" a IllaXiMUM of twenty points from the first
section according to "how much" of a green consumer they were. This score
enabled each respondent to have his/her level of green consumerism on a day-to-
day basis placed on an index. To simplify cross tabulation, the index is divided
into three groups (the top, middle and bottom), which relate to the scores of the
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top 33 percent (from 9 to 20 points), the middle thirty three percent (from 7 to 8
points) and then the lowest thirty three percent (from 1 to 6 points).
Figure 8.5: Green Consumer Index
To fall within the highest category (from 9 to 20 points) a respondent would need
to have answered positively (147 out of 157 cases) to their use of green product
information and desire to see more such information (156 out of 157 cases), have
bought a consumer magazine (93 out of 157 cases) and watched a consumer
affairs TV programme (149 out of 157 cases) in the last 6 months, and be a
member of at least one of the groups identified (134 out of 157 cases).
To rank within the middle segment (from 7 to 8 points) a respondent would
typically use green product information sometimes to influence their purchasing
decisions (87 out of 119 cases), while being positive about wanting to see the
further spread of this information (104 out of 119 cases). This middle group are
more likely to have watched a consumer TV programme (111 cases out of 119)
than bought a magazine (36 out of 119 cases) and almost one third (34 out of 119
cases) are members of at least one of the groups as discussed above.
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The lowest scoring group (from 1 to 6 points) were still positive in their answers
to the first two questions. 47% (61 out of 129 cases) replied that they sometimes
use green product information to influence their day-to-day purchases, while 78%
(101 out of 129 cases) stated they would be positive about wanting to see more
green product information. However, the low score on the index was largely a
result of not taking active steps to seek out information either through TV
programmes, magazines or membership of any groups. Thus, it can be argued
that even those scoring relatively low on the index still displayed a willingness to
use, or wish to see the further development of, consumer information, however
they were not prepared to actively search of this wider information.
8.3.2 Cross Tabulations
Using Pearson's Chi-squared measure, no significant relationship was found
between the green consumer index and the gender of respondents, nor with the
age of respondents. However, question one shows a strong relationship between
the use of green product information for day-to-day purchases and gender
(significant at the 90% level). This is likely to reflect the greater percentage of
females who purchase day to day products rather than a greater inclination
towards green product information because, for the more hypothetical question
two, no significant relationship between gender and desire to see more green
product information could be established. Indeed, neither gender nor age
produced significant effects on any of the other questions asked throughout this
first section of the questionnaire. However, the positive relationship between
educational achievement and score on the index was found to be significant at the
90% confidence interval (Appendix 13).
8.4 Consumer Use of Product information for Tourism Products
Having used the previous section to determine the level of green consumerism
over day-to-day products, the research then focused on tourism consumption
patterns and the use of a similar kind of information to make those decisions for
the purchase of holidays. In order to simplify the questions, "the environment"
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was defined for respondents as "not just the natural environment but also the man
made environment, society, culture and the economy". While this approach may
have mixed topics that were of concern to consumers with those not of concern,
this approach had the advantage of simplifying the questions and also uniting the
often-disparate impacts of tourism for a more holistic consideration.
The results of question six are presented below.
FREQUENCY PERCENT
Yes, always 140 34.4
Yes, sometimes 179 44.0
No, not usually 76 18.7
No, never 12 2.9
Total 407 100.0
Table 8.5: Before going on holiday, or once you are on holiday, do you look for
information about the environment in your intended destination?
This question also served as a gateway to subsequent questions in this section.
Thus 78% (219) of respondents did either always or sometimes look for
environmental information about their intended destination. Twenty two percent
of respondents stated that they did not look for environmental information and
were routed straight to question eleven.
Question seven was concerned to know when this environmental information was
sought. A finding from the industry interviews was a lack of clarity over the most
appropriate time to provide any environmental, or sensitive information. Despite
this lack of understanding, none of the industry respondents had conducted any
research into the subject, believing instead that if there was a problem, it would
have been identified via customer satisfaction questionnaires. Beyond providing
information to an area about which there is little knowledge, it is important for
this research to know what type of information is provided and when it is required.
It is axiomatic that the type of information supplied to consumers in-flight to the
destination will need to be of a different nature than that available before
consumption decisions are made.
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Figure 8.6 below is used to demonstrate more graphically details about the
majority (52%, 168) of people who claim they search for environmental
information about their intended destinations prior to booking. This would also
indicate that for these respondents the information plays a role in the decision
making process. However, for the 35% (111) of respondents who do not look for
information until they have already made their booking and the 12% (39) who
look after arrival at the destination, it is possible that the information they do
obtain still plays a role in future destination decisions. Middleton and Hawkins
(1998) believe that the role of consumers in influencing environmental
improvement comes not through seeking out product labels or information but
through holiday experiences. However, tautologically, for a consumer to learn the
lessons of an environmentally poor previous holiday they must seek information
in advance of the succeeding holiday. This criticism of Middleton and Hawkins
(1998) is supported by the low number of respondents who do not seek
environmental information until they arrive at the destination. An interesting area
of further research would be to explore if there is a hierarchy of searching for
information which begins with being not concerned about a destination
environment then progresses through seeking information at the destination, to
searching prior to departure until finally the search for information precedes
booking.
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Figure 8.6: When do you seek environmental information about a destination?
Following on from asking if and when information is sought, the next question
tried to ascertain where respondents turned to for this knowledge. Respondents
were able to tick as many sources as were applicable from a list provided; there
was also an opportunity for any "other" sources of information to be listed.
Several respondents identified libraries as being of use in this regard.
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Chapter Eight — Results of Consumer Survey
Figure 8.7: Where do you seek this environmental information from?
Of the 979 answers received to this multi-response question, only 11% (111)
stated that the travel agent would be a source of information to them about the
environment in their intended destination. Given the prime position that the travel
agent has traditionally occupied (the "march of the multiples") with regard to the
flow of holiday information, it can be argued that the travel agencies are missing
an opportunity to provide a service. The result is that consumers are turning to
alternative methods to gather information. The risk for travel agencies must be
that these consumers also turn to alternative methods to book their holidays. The
cause and effect of this relationship may be reversed, however, as it would seem
obvious from the research that if travel agencies were to provide more
environmental information, then more potential consumers might enter a travel
agency (52% of respondents seek environmental information before booking —
question 7) and so the possibility of booking with that agency increases.
Travel books were identified by 28% (275) of respondents as a source of
environmental information, 15% (150) said TV programmes and 12% (121) the
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travel sections of newspapers. These sources are very uni-directional; by contrast
the internet is a more interrogative/interactive source of information. Fifteen
percent of (154) respondents (the second highest response) said that they used the
internet to search for environmental information on their holiday destination. In
the UK as a whole, 16.5% of the population are connected to the internet at home,
and 24.1% have access via either the home or work (MORI 1999). These figures
show the potential value of the internet as a tool of inquiry for the travel industry
as the rates of internet usage increase. A possible option for travel agencies to
revitalise their supply of information could simply be to have free internet access
to sites providing environmental information available to customers in the shop.
This would have the added advantage of giving waiting customers something to
do while they suffered the often long delays to speak to a travel consultant.
Simultaneously, this would provide the travel agents with a powerful research tool.
Question nine continued to explore how influential such green information could
be to the consumer in their purchase of travel products, minoring the initial
question asked for day-to-day products. The answers to this question also reflect
closely the answers received to question one, although respondents were slightly
more positive in reference to their use of environmental information for holiday
purchase decisions. This more favourable response may indicate a greater
awareness of the potential impacts that tourism can have over the potential
impacts caused by day-to-day products. Alternatively, the increase may show the
respondents' willingness to give the "correct" answer having identified the focus
of the research.
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Figure 8.8: Does this environmental information influence your choice of
holidays?
Figure 8.8 shows that of the 320 respondents 15% (45) are always influenced by
the environmental information that their search has revealed and a further 69%
(220) were sometimes influenced by this information. Perhaps somewhat
expectedly, only 17% (55) did not allow the information to influence them to any
degree once they had obtained it. In question six, 88 respondents did not search
for environmental information and 55 respondents from question nine did not use
this information, thus 35% (143) respondents did not allow themselves to be
influenced by the supply of extra environmental information. The remaining 65%
(264), reported actively seeking and then using that information in the decision
making process for their holiday.
Question ten asked respondents if they felt it was easy to find environmental
information on a destination. It had been expected that those surveyed would
criticise the provision of information and require information be made more easily
accessible. Forty four percent (140) of respondents did feel that environmental
information was sometimes difficult or always too difficult to obtain, however,
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56% (181) agreed with the question that it was always easy or sometimes easy to
obtain the desired information. One reason for this will be the nature of the group
surveyed. As paying attendants at a travel show, the population had already
demonstrated its willingness to seek out information prior to travelling. A second
reason may be the high level of academic qualifications respondents reported, a
factor that could make finding required information easier.
Question eleven asked all respondents (including those who had replied they did
not look for environmental information in question six) whether they felt that they
received too much environmental information currently about their holidays. A
finding from the industry interviews was that tour operators were reluctant to
provide extra information for fear of overloading or patronising customers. The
table below shows respondents spotted the negative question and replied
overwhelmingly that currently too much environmental information is not
provided.
FREQUENCY PERCENT
Yes, sometimes 17 4.2
No, not usually 296 72.7
No, never 94 23.1
Total 407 100.0
Table 8.6: Do you feel that you currently receive too much environmental
information about your holidays?
The final closed question to this section asked respondents to identify from a list
all those whom they considered should be responsible for providing
environmental information about their holidays. Respondents were able to make
multiple selections.
Frequency Percentage
Tour Operators 239 28
Travel Agents 184 22
Resort 174 21
You, the tourist 132 16
Destinations 104 12
No-one 7 0.8
Total 840 100
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Table 8.7: Whose responsibility do you think it is to provide environmental
information about your holidays?
The vertically integrated nature of the tourism industry means that travel agents
who own tour operators (Thomson and First Choice) and tour operators who own
travel agencies (Thomas Cook) have an added burden of responsibility according
to those surveyed. The low incidence of tourists holding themselves responsible
is exaggerated by the ability of respondents to tick all that they felt should be held
at least partly culpable. Thus where consumers accept responsibility it is
invariably shared with other stakeholders, whereas the results showed consumers
far more likely to name just tour operators or travel agents as responsible. A
survey by Tearfund (2000) of 2000 members of the general public, published
during the week of the Destinations Travel Market asked the same question about
responsibility to provide "ethical information". The results of this survey also
strongly identified tour operators (54%) and travel agents (52%) as the
organisations with the greatest responsibility, although no reasons were provided
for this imposed responsibility.
Thus, having explored the extent of use of environmental information, when,
where and how influential it is, as well as who should be held responsible for its
dissemination, question thirteen solicited open answers on the topics about which
respondents liked to receive information on their holidays at present. This
question related to topics beyond the given defmition of the environment. Six
hundred and fifty four responses were received and the frequency of responses are
shown in figure 8.9 below.
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The most frequently mentioned topic which consumers stated an interest to know
about was the culture and/or the society of the destination. While this is a broad
and nebulous category other topics such as concern over the environmental
quality and levels of pollution are more specific. The research was able to draw
out a difference between respondents who were concerned with the natural
features, nice beaches, clean water, how developed the area was — and those
whose concern went beyond this "selfish altruism" to the amount of money
staying in the local economy, benefits passing directly to the local population, the
level of preservation work being conducted and the human and animal rights
records of the country in question. What is clear is that for tour operators, this list
represents the range of subjects that they should be covering in their brochures, or
in the case of travel agencies, have consultants able to answer questions on. If
this were this to be the case, then more consumers may be willing to book through
the providers of that information, rather than having to search independently and
then possibly booking independently.
The real benefit of question thirteen is how many of these topics identified by
respondents equate to those indicators developed by this research. Respondents
cited physical environmental impacts, waste and sewage, socio-cultural impacts,
financial benefits including leakage and employment prospects as well as the
overall level of development. However, Bull (1991), Cooper et al (1993) remind
us that price is one of the key factors affecting destination choice and so, the low
number of people citing "price" in this survey should be sufficient evidence of the
need to exercise extreme caution in interpreting the results of this question.
8.4.1 Cross tabulations
As would be expected, there is a strong relationship between the green consumer
index and the extent to which consumers look for environmental information
about their intended destination. There is also a similarly strong relationship
between those respondents who look for environmental information and the use of
that information, and between the green consumers and the influence respondents
claim the environmental information has on their choice of holidays. However, as
with the use and influence of day-to-day products, no difference can be discerned
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with respect to gender, age or education levels. Wight (1996) found that in a
wider population, age, gender and educational status were influencing variables
for propensity to take an environmentally focused holiday. Yet, Eagles &
Cascagnette (1995) asserted that while age, education and income may be
important factors, environmental attitude rather than any other variables play the
strongest role in determining intended behaviour. Indeed, Wight (1996) points to
the way in which the literature is unclear about the effect of differing factors on
the environmental behaviour of customers. Thus, while there may be other
unmeasured variables that influence responses, it would appear from the research
conducted at Destinations 2000, that being present at a travel show is a more
important determinant of response than any of the measured differences within
that population. However, further research at travel shows would need to be
conducted in order to generalise this finding further (Appendix 13).
8.5 Response to 1ST
The research has demonstrated that consumers are currently using product
information to assist in their purchase of day-to-day products and more
specifically in their purchase of tourism products. Further, the research has shown
(and reinforced the findings of other research) who consumers feel should be
responsible for the provision of this information. The aim of this final section was
to elicit the responses of consumers to the indicators developed by the previous
research stages. Only the indicator topics were displayed, as it was felt that to
present all of the indicators individually and to ask for comment would be too
complicated for respondents. Thus, respondents were asked to rank in order of
importance the eight indicator topics about which they would be most interested
to receive information. Any topics that respondents did not feel were of interest
could be left blank. The results are presented in table 8.8 below.
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Indicator Topics Weighting Ranking
Impact of tourism on the local people and culture 2518 1st
Impact of tourism on the physical environment at the destination 2327
2nd
Financial benefits of tourism at the destination 1853 3rd
Employment of locals/non-locals, male/female in the tourism
destination 1830
4th
Energy consumption and waste caused by your tourism facilities 1629 5th
Management policies at the destination on the impacts caused by
tourism 1139
6th
If an EIA has been conducted on your tourism facilities 995 7th
Level of tourism-related staff training 962 8th
Table 8.8: Weighted scores on indicators of interest to respondents
By weighting the response with eight points for the first ranked topic, seven for
the second ranked topic and so on down to one point for the eighth ranked topic
then the three groups clearly emerge and can be seen in table 8.8. However, the
first thing to note from table 8.8 is the extent to which concern to receive
information on the physical and socio-cultural impacts dominates over the other
indicator topics. Of the 411 respondents, 45% (183) placed "Impact of tourism on
the local people and culture" as their number one topic, outscoring the "Impact of
tourism on the physical environment", placed as the number one concern by 34%
(140) of respondents. These topics were by far the most frequently cited primary
concerns, but a second group is evident which begins with the third ranked topic,
"Financial Benefits", although this was only ranked first by 12% (48) of
respondents. "Employment of locals/non-locals, males/females" was ranked first
by 12% (50) and "Energy and Waste" placed first by 10% (40) people. The
findings from this question (q14) are consistent with those of the previous
question (q13) that asked what topics the consumers were normally interested to
know about. There, "culture and society" was the first ranked topic, clearly above
any topic related to wanting information on the physical environment.
What is also clearly evident from the above table is the relatively low number of
first responses for "staff training" (6%, 27), "Management policies" (5%, 21) and
"EIA"(3%, 15). This indicates either that those surveyed did not understand the
meaning of these indicators, or they did not consider them to be of interest. The
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implication of these non-responses is that consumers would not use this
information if it were to be made available. As almost one quarter of respondents
said they would not be interested at all to know about these topics, then these
three indicator topics fail to meet the key research aim of developing indicators
that consumers would be keen to use in the purchase of their holidays. In so
doing, there is a strong argument to be made for removing them from the final set
of indicators.
It is not the primary aim of this research to develop a comprehensive rank and
order for the indicator topics. The limitations of this survey are such that it would
be inappropriate to consider the above scoring as any more than a guide to the
concerns of the surveyed population. However, the prominence of socio-cultural
and environmental concerns over all other topics and the high number of absent
scores for the third group of indicators enables important lessons to be learnt in
the prioritisation of the development of indicators and the collection of
information to fuel these indicators. What is also of note is that even for the least
popular indicator on the existence of an EIA, forty-seven people (15% of the 309
who ranked EIA at all) still ranked it amongst the top three indicators. Thus,
while there are some indicator topics that are clearly more popular than others,
there is still a spread of support across a range of issues. This is emphasised by
question sixteen which asked if respondents had any further topics they would be
interested to know about. Here a further twelve topics were suggested, the most
common of which was the human rights record of the country under consideration.
However, the survey shows that consumers have a wide range of concerns and to
best provide them with the facts they need will require an interactive source of
information. Coupled with the identification of travel agents and tour operators as
responsible for the provision of this information, there are clear implications for
these organisations with respect to operations and training of staff
The final question asked if respondents would use the information pertaining to
the indicators they had selected in choosing a holiday if it were made available. It
is acknowledged that such a question is hypothetical, however, tour operators
throughout the industry interviews research commented how they would only
provide such extra information if consumers asked for it and were willing to make
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their purchase decisions on the basis of this information. In such a position, then
the only way to provide the evidence to convince tour operators of the need to
develop indicators is to ask hypothetical questions. The answers to the question
are shown diagrammatically in figure 8.10 below.
Figure 8.10: If this information were available, how much would you use it to
help choose your holiday?
While caution must be exercised in the value attached to these findings, the
surveyed sample shows a clear willingness by respondents to incorporate the
indicators in the decision making process in choosing their holidays were such
information available.
8.5.1 Cross Tabulations
The willingness to use the information the indicators would provide (q15) has an
expectedly significant positive relationship with the green consumer index. Table
8.9 shows the number of respondents in the highest category of the index (the
most environmentally proactive) far exceeded the expected score for those who
would use the indicator information "a lot". Similarly, the score for those in the
lowest group of the index (the least environmentally active) far exceeded the
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expected reply from those who said they would not use the indicator information
at all.
GREEN CONSUMER INDEX* WOULD YOU USE THIS INFO? CROSS TABULATION
Would you use this info? TotalA lot A little Not at all
Green
Consumer
Index
Lowest
Count 19 90 14 123
Expected
Count 45.2 72.5 5.3 123
Mid
Count 42 71 2 115
Expected
Count 42.2 67.8 5.0 115
Highest
Count 83 70 1 154
Expected
Count 56.6 90.8 6.7 154
Total Count 144 231 17 392
Table 8.9 Cross Tabulation results, Green Consumer Index and question 15
Further, question fifteen also shows a significant relationship with question six on
the extent to which consumers look for environmental information before
travelling. As can be seen from Table 8.10, there is a very strong relationship
between respondents who would use the indicator information "not at all" and
respondents who "never" look for environmental information. Respondents who
would use the indicator information "a lot" and "always" seek out environmental
information on their holidays also display a significantly positive relationship at
the 95% confidence level.
LOOK FOR ENVIRONMENTAL INFORMATION* WOULD USE THIS INFORMATION
CROSS TABULATIONS
Would you use this info? TotalA lot A little Not at all
Before going
on holiday, or
once on
holiday, do
you look for
information
about the
intended
destination?
Yes,
always
Count 70 67 0 137
Expected
Count 50.1 80.7 6.3 123
Yes,
sometimes
Count 66 104 4 174
Expected
Count 63.6 102.5 7.9 174
No, not
usually
Count 8 56 7 71
Expected
Count 25.9 41.8 3.2 71
No, never Count 0 5 7 12
Expected
Count 4.4 7.1 0.5 12
Total Count 144 232	 _ 18 394
Table 8.10 Cross Tabulation results, questions 6 and 15
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In addition, the degree of influence which environmental information plays in the
choice of holidays (q9) shows a significant relationship with the propensity of
respondents to use the information that their selected indicators could provide
(Appendix 13). Thus, the consumers who use the indicator information are
willing to let that information play a major part (83%, 260 respondents would use
the information "a lot" or "a little" and were "always" or "sometimes" influenced
by environmental information) in determining their holiday destination.
8.6 Revision of Indicators
The results presented in table 8.8 and the above argument has already discussed
the rationale for the revision of the final set of 1ST. However, in order to develop
a set of indicators that have the proven support of consumers, only the top five
ranked indicator topics above can be considered. Thus, social indicators,
environmental indicators, financial leakage, employment indicators and energy
and waste indicators all have received sufficient endorsement from consumers that
their inclusion can be justified. By contrast, EIA, Management Policy Indicators
and Staff Training Indicators have been deemed to have received insufficient
support from consumers to meet the goals of the research. The revised list of
indicators is presented in table 8.11.
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Environmental Impact
1. Measure of air quality in the tourism resort area
2. Measure of water quality and quantity available in the tourism resort area
3. Measure of noise pollution in the tourism resort area
4. Result of resident attitude survey on change in environmental quality in the tourism resort
area
Energy Consumption and Waste Levels
5. Annual energy consumption by local residents: Annual energy consumption by the tourism
resort
6. Percentage of renewable energy sources used in the tourism resort: Percentage of non-
renewable resources used in the tourism resort
7. Extent of recycling and reuse undertaken in the tourism resort
8. Percentage of resort sewage treated: Percentage of resort sewage untreated
Employment
9. Percentage locals employed in the tourism resort: Percentage non-locals employed in the
tourism resort
10. Percentage males employed in the tourism resort: Percentage females employed in the
tourism resort
11. Average wage of locals employed in the tourism resort: Average wage of non-locals
employed in the tourism resort
12. Average male wage from the tourism resort: Average female wage from the tourism resort
Financial Leakages
13. Amount of money leaving the tourism resort area: Amount of money received by the
tourism resort
Social Impact
14. Number of crimes recorded against persons within the tourism resort area
15. Results of resident attitude survey on change in local culture in the tourism resort area
16. Results of resident attitude survey on access to local amenities around the tourism resort
Table 8.11 Final set of 1ST
Of the indicator topics that have been removed from the final set of 1ST, ETA
indicators were amongst the most popular of those reviewed by the academics in
the Delphi Survey. Thus, in developing a set of indicators that contribute to the
academic debate this research has been successful, while simultaneously meeting
the more specific goals of the research to produce indicators that consumers
consider to be of importance. However, tourism academics and experts have only
become such through the provision of knowledge and understanding. Were
consumers to be imbued with this heightened wisdom, then the consumer might
similarly recognise the value of EIA to promote greater ST. This could lead to the
industry accepting the need for ETA and so their implementation would be
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encouraged. Thus, the exercise provides a good example of the way in which
education can foster the desire for further information, which is a basic tenet of
any product information or labelling.
The staff-training indicators received mixed support from the academics, but were
the group of indicators that the industry felt most able to control and be
responsible for. The ECOMOST report (Hughes 1996) and Hawkins (1994) both
place the onus for improvement in this regard on the commercial industry and the
industry interviews in this dissertation show the industry taking positive steps in
this regard. Such practices would indicate that the industry are prepared to take
some steps beyond the limits to the concerns of their customers, it would also
perhaps indicate that had the role of the staff at a resort in promoting ST been
further, or differently presented, then consumers may have been more receptive to
the measures. Although it is an axiom that a different answer would have been
received if the question was asked differently.
The final group of indicators to be dropped from the final set were those
pertaining to management policy. The commercial industry felt it was easier to
provide for these indicators than for indicators that required evidence of action,
which exactly reflected the concerns of the academic survey. Consumers were
evidently not interested in the processes to achieve results, just the achievement of
the results and so the industry will have to respond to this need. Yet, given the
greater ease and therefore lower cost of measuring policy, it may be possible to
create more widespread awareness amongst the general public through such an
initial approach. However, as was raised in chapter four, any indicator
programme must be alert to the potential to destroy the credibility of the
programme in the bid to encourage awareness. This research began with a set of
indicators that academics endorsed for its ability to mark progress towards ST, yet
this set has been revised in accordance with the need for consumer approval.
Thus, the final set cannot be said to be as complete as the set reviewed through the
Delphi survey. Yet, the set shown in table 8.11 will still identify progress towards
ST and has added the support of consumers. The balance between scientific
rigour and the need for public support is an intractable issue.
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This balance was discussed by Peterson (1997) who cited the need for aggregation
of results for the public to understand and thus derive value from the indicators.
In the consumer survey conducted, the individual indicators were concealed
within the group topics, and through the administration of the survey it was felt
that this represented the appropriate level of aggregation. Research would need to
be conducted on the degree of aggregation required for different groups of the
wider population and the limits to consumer understanding. Thus, the indicators
represent not a simple tool which can either be employed or not, but a process of
ever-greater aggregation which ultimately could result in a single score for a
resort. Such a position would encounter problems of weighting that this
dissertation has been keen to avoid, but the results of the research into how much
more aggregated the results need to be would identify the level of weighting
needed.
8.7 Summary
The information derived from this research should be considered within the
parameters of the method by which it was collected. The research population is
not reflective of the general public and consideration must be given to the extent
to which the public provided a perceived socially desirable response. Further, the
population sampled can be considered as one at least amenable to the research
proposal. However, these problems are endemic to all research studies that do not
have a budget to sample the entire population. As such, the findings can be
considered instructive in the likely usage by a specific population of the indicators
developed by this research.
This chapter has shown that consumers are willing to allow wider product
information to influence their choice of holidays and consider that it is the
responsibility of primarily the tour operators and travel agents to provide this
information. Further, the consumers have identified issues that they are
concerned by in relation to tourism and admitted that they would be willing to use
the information provided by 1ST in the purchase of their holidays. This has
enabled the developed set of 1ST to be revised finally in accordance with the
overall research aims.
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CHAPTER NINE: CONCLUSIONS AND
RECOMMENDATIONS 
9.1 Introduction
This dissertation has started from the understanding that the world faces a
problem in trying to balance the need for economic growth with environmental
conservation. While proposals have been made, most notably the Brundtland
Commission (WCED 1987), there has been little progress in defining a solution.
Chapter two identified the weakness of the concept of SD as being its definitional
imprecision that has led to unlikely bedfellows being able to claim almost any
behaviour as motivated by the goal of sustainability. Rather than try to define SD,
this research has used the analogy of a ladder to explain how the level of
sustainability and the required response will be progressed through according to
the specifics of the focus of analysis. Given this problem, tourism was examined
as a potential tool to ameliorate the problem of growth versus conservation. The
review showed that far from being a developmental panacea, the tourism industry
faces its own impacts and can therefore be of questionable benefit towards
promoting greater sustainability. Thus, chapter three concluded, as did chapter
two, that if the correct, and most appropriate option is to be selected, then there is
a need for the potential benefits and impacts to be correctly predicted. Only with
such information can a rational and considered decision be made.
Chapter four considered the mechanics of measures that could be used to provide
this wider supply of information. The research identified the need for a mixture
of indicators that were qualitative and quantitative, policy relevant, reliable,
consistent, measurable, transparent, credible, understandable, able to provide
comparison, appropriate to the scale of operation, cost-effective, timely and for
the indicators to be able to generate public support. The chapter also provided
evidence of consumers using a wider supply of information that considered ethical,
social and environmental factors to make their purchase decisions. Thus, the
research tied the need for measurement in order to promote greater sustainability
with the need by consumers for a wider supply of information on the products
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they purchase. This was key to the aims of the dissertation, to produce indicators
that would be of value to the consumers of tourism products.
The criteria reviewed in chapter four led to the development of the framework
used for the selection of the initial set of indicators shown in chapter six. Expert
opinion was sought on this set and the two rounds of the survey resulted in
indicators that were felt to represent progress in monitoring the impacts and
benefits of tourism and the contribution that the industry could make towards
improved sustainability. This research enabled the initial set of indicators to be
revised and then presented to representatives of the tourism industry for further
comment. The industry presented their predictions for the future of the industry,
but was almost exclusively of the opinion that although very little monitoring was
currently conducted, if the consumer asked for further information on the products
they were buying, then that information would be provided. Thus, the final stage
of the research was to identify what was the current level of consumer concern.
The research showed that the group of consumers interviewed were keen to use
most of the information that the developed indicators could provide. The
indicators that failed to meet the key research aim of developing indicators that
were of value to the consumer, were dropped from the final set of indicators. Thus,
indicators relating to "staff training", "ETA" and "management policies" are not
included in the final set, although they received sufficient endorsement from the
academic and industry stages of the research. Having discussed the implications
of the research throughout chapters 6,7 and 8, this final chapter will explore in
greater detail what the research as a whole has achieved, where the research
should go in the future, and make recommendations based on the findings of this
research.
9.2 What The Research Has Achieved
The research has achieved its principal aim of producing a set of indicators that
can be used by consumers in the purchase of their holidays to promote greater ST.
The final set is shown in table 8.11 and includes sixteen indicators. All these
indicators have been filtered through a set of questions derived from the literature
review of criteria used to construct indicators and the objectives of the research.
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These indicators have then been endorsed by at least two thirds of the Delphi
respondents and dismissed by no more than twenty percent of experts surveyed.
Further, the industry respondents supported the development of all the indicators,
subject to commercial viability. Finally, the indicators selected were identified as
being of value by almost three-quarters of the consumers surveyed.
However, it has to be acknowledged that were the survey to be repeated by
another researcher, then the results may be different. The consumer survey would
almost certainly be different if conducted on another group, and had the topics
been explained in greater detail to respondents then the indicators selected may
have changed. By surveying expert opinion first, a "perfect world" set of
indicators was developed, this was then reduced by the consumers who showed
that they did not see the value of three indicator topics. However, with greater
awareness and education then consumers may become aware of the potential
benefits of EIA, monitoring, and the importance of staff satisfaction and so
demand this information. More research is necessary to establish the
demographics behind those who would most strongly support indicator
development and whether different groups contain preferences for different
indicators. Such areas of research were beyond the exploratory goals of the thesis.
Yet, if the research conducted had begun with the desires of consumers, the final
set may not have been any different, but the opinions of the experts surveyed may
have been constrained to a much smaller set of indicators and so the same
research would have been required in the future as consumer interest expanded.
The indicators are generic in their applicability to all types of tourism and all
locations. It is essential for monitoring that consistent measures be applied and
yet the concept of sustainability is dynamic. This would seem to necessitate
standard measures but with sufficiently flexible interpretation to allow for cultural
and geographical differences while enabling longitudinal and spatial comparisons.
Chapter six showed large divisions over the appropriacy of such an
implementation of the indicators, yet if consumers are to use the measures then
they must be able to be understood and compared across destinations. Only
through such a process will resorts feel the requirement to improve lest they suffer
in comparison with another resort. A problem with using the WTO (1993, 1995)
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approach is that indicators can be selected by the management of a resort and so
any comparison with other resorts is made impossible, as can be comparisons
through time. By contrast, the indicators that this research has developed enables
comparison and so elicits greater benefit from the measures, and thus increase
their cost-effectiveness. Beyond the success of the research to achieve its main
objective, the following section examines whether the general research aims have
been achieved.
9.2.1 To Re-associate Sustainable Tourism and Sustainable Development
By using indicators of sustainable development as a starting point to create 1ST,
this research has striven to reunite the concepts of SD and ST. The indicators do
serve to promote and prolong the tourism industry, but only because this is more
sustainable than allowing resources to be expended in a failing organisation. Thus,
the indicators work to the same goal as the WTO (1993, 1995) indicators, which
take a more narrow, sector specific view of sustainability. However, the 1ST
developed by this research are for use by consumers, whose concerns, where they
exist, are more closely allied to SD than ST. Issues such as crime, employment
equity, resident attitudes were seen by many academics as issues beyond the
control of tourism and thus outside the concept of ST as they defined it. Yet,
these were topics identified by consumers as being of relevance in their holiday
purchase decision. If a consumer is concerned by the situation in their destination,
then it seems logical that they would be concerned with the developmental
situation rather than the success of the tourism industry. Therefore, if a tourism
resort is to use the information from these indicators, the industry must
acknowledge the wider role that tourism plays in society and that society plays in
tourism. By doing so, the research has used the growing consumer awareness and
the ever-growing propensity to travel to promote more sustainable tourism and
therefore more sustainable development.
By developing 1ST that empower consumers to take decisions for personal and
collective gain, the role of tourism in promoting SD becomes more clear because
of the proximity of the tourism consumer to the manifestation of the problems that
the consumer's consumption causes. This is not the case with traditional industry,
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and so the value of the tourism industry to SD lies not so much with its
"smokeless" image, but with its proximity to the impact. As with any subject,
there is a need to create awareness and to inform before the true benefits can be
enjoyed. Thus, there is a need for the tourism consumer to become aware of how
their actions are affecting the resorts where they travel and how their actions can
improve the situation. To this end, the 1ST developed represent a way for the
consumer to be introduced to the subject, although the irony is that the 1ST also
represent the most recent development in the sustainability debate that has been
ongoing for over twenty years. Yet the indicators are not perfect, there is a clear
dichotomy between the need for scientific precision and the need for public
support. The indicators can be seen as "entry level indicators", designed to cater
for the burgeoning concern that already exists among a sampled section of the
holidaying public, and to foster increased awareness in the future. One suggestion
made in chapter four was that consumers be able to choose their own indicators
from a list, and so create their own issues of concern. Such an approach could
easily be accommodated using drop-down menus on a web site page and would
aid the interactivity and personalisation of the information received about the
intended tourism resort. The implication of this would be that sustainable
development was not being measured, although it can be argued that it is not
being measured at present anyway. Thus, any measures that capture interest by
the consumer and encourage further investigation and heightened awareness are a
good starting point, even if the result is a departure from a strict interpretation of
SD or ST.
From a more macro perspective, the research will enable tourism to receive either
the credit or blame that it deserves for the impact caused. Arguments over what
issues relate to ST and what are beyond the concern of the industry should
become redundant with a developmental interpretation of ST and monitoring to
ensure the optimum utilisation of resources. Yet, evidence of this gap in
intentions was provided by the difference of opinions voiced by NGOs and the
commercial industry during the interview section of this research (chapter seven).
As would be expected, the industry had a much more parochial interest than the
NG0s, although several tour operators praised recent moves by NGOs to become
more understanding of commercial realities, whilst the NGOs occasioned to
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reward several tour operators for their wider-embracing views. Yet, while there
is a gap, the indicators will not represent the "whole picture" in all tourism resorts
and will therefore need to be augmented with other indicators. Further, there
cannot be a common system of weighting or interpretation, this must be done
individually against the context of the resort. Thus, the indicators are not perfect.
Yet, as with consumers, the indicators represent a start to a process that needs to
be continued and refined. Hardin (1968:1247) observed,
"But we can never do nothing. That which we have done for thousands of
years is also action. It also produces evils. Once we are aware that the
status quo is action, we can then compare its discoverable advantages and
disadvantages with the predicted advantages and disadvantages of the
proposed reform, discounting as best we can for our lack of experience.
On the basis of such a comparison, we can make a rational decision which
will not involve the unworkable assumption that only perfect systems are
tolerable".
9.2.2 To Promote Consumerism
Hardin (1968:1247) states "Responsibility is a verbal counterfeit for a substantial
quid pro quo. It is an attempt to get something for nothing". This dissertation has
sought to avoid imploring a particular group to take more responsible behaviour
and tackle the problems of the world, instead the research has identified a strong
rationale for the commercial industry to promote more sustainability. This
rationale is that consumers will increasingly want and reward companies who
provide a greater supply of information on the destinations of interest. While
there was an element of the Delphi survey that was sceptical of the potential for
this rationale to produce results, the industry interviews revealed that such an
approach was really the only way that forward movement would be made. The
consumer interviews also showed the conviction of potential tourists that they
would only use companies who met their ever more stringent requirements. Thus,
this research has shown consumerism to be a strong and powerful tool to power
more sustainable development.
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However, the central tenet of the research is that as the consumer draws closer to
the impact of their behaviour, then so they will become more conscious of their
purchase decisions and so the industry will become more alert to impacts. Yet,
oppositely, if the consumer becomes less interested in the impacts of their
behaviour and draws away from the impacts, then so will the commercial
companies and their likelihood of taking action will commensurately lessen. This
research found strong support for the thesis that consumers are becoming more
concerned and are willing to take action now. However, it is evident from the
behaviour of the main tour operators in the UK that this concern is not widespread
amongst the wider population and so a douse of sobering water needs to be poured
over the igniting optimism created by the consumer survey.
Yet, returning to the analogy of the ladder of SD, the UK consumer can be seen to
be spread over three rungs. Firstly there are the consumers interviewed at
Destinations 2000, whose environmental consciousness places them on a
heightened rung. These consumers buy fair trade goods, recycle products and are
keen to promote SD on holiday. The second group rest on the same rung of the
ladder for fifty weeks of the year, but see their two-week holiday as a chance to
"switch-off' and leave their concerns and responsibilities at home, stepping down
a rung temporarily. For this group, tourism is about hedonism and luxuriating, the
rise of the all-inclusive resort in which the tourist is king for two weeks supports
this assertion. The third group are on a rung below and show little awareness or
action to promote more sustainability either in their home society or in the society
of their tourism resort. Thus, the position that the tourist occupies on the ladder
will determine the extent to which the indicators are used. A key element of this
provision will be the degree of aggregation that the information receives before it
is passed to its intended audience. Understanding that there are consumers with
different levels of consciousness could give rise to the same information being
presented differently according to the audience. Thus, the indicators can be
tailored to suit the budding interest of the consumer and do represent an excellent
way in which to foster awareness.
The research identified that if consumerism is to be promoted, then research needs
to be conducted on the timing, style, medium and nature of the message used.
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Creating feelings of guilt in the tourist does not behove the promotion of
consumerism and so needs to be avoided, but again the proximity of the tourist to
the problem remains the central issue. A major tour operator revealed that their
customers did not want information relating to the problems of sex tourism in
Thailand printed in brochures or anywhere that their own children could read
about the topic (personal communication). Thus, the tourists were placing the
concern for their children above the welfare of Thai children, Singer's (1979)
utilitarianism fails again. Yet, if tourists of the future are to encourage the end of
child prostitution then they need to be made aware of the situation and if parents
are reluctant to address this issue, then other mediums must be employed.
Schools are an obvious conduit through which to alert young minds to the
potential impacts of tourism and this channel is already used to a limited extent by
a number of NG0s. Yet chapter eight highlighted the way in which travel agents
could introduce internet capabilities to their retail sites that would encourage the
search for wider information and help to lure the would-be independent traveller
into a commission earning position. In-flight videos were also identified as a way
in which consumerism can harnessed and developed into a tool accepted as being
of equal worth to the more traditional approaches of planning and regulation.
9.2.3 To Promote the Delphi Technique
The Delphi Technique has been shown throughout this research to be an excellent
tool for the acquisition of information from a geographically dispersed group of
experts. Since the beginning of this research, three other institutions have
engaged the Delphi technique to conduct research on 1ST, although in all cases the
survey respondents have been required to generate their own indicators rather than
comment on existing measures. The technique provided the opportunity to seek
opinions of experts on the opinions of other experts and so, while lengthening the
analysis process, strengthen the validity of the end findings. It is hoped that the
application of the Delphi technique in this dissertation has added to the field of
knowledge on this research approach, and that also the Delphi can be seen as a
strong tool for research in the subject area of this dissertation.
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9.2.4 To be Exploratory
The academic literature has increasingly identified monitoring as the way for the
debate over SD and ST to proceed and yet chapter four showed how there have
been several instances over the last century where the call for more information
has gone out. The research has thus been concerned to establish if now is the time
when indicators could be successfully implemented, rather than the more specific
detail of how they would be implemented, who they would be measured by,
financed by or enforced by. All of these questions are important but become
irrelevant if, after the final stage of research, it had been discovered that there was
no support for the development of 1ST. Detailed statistical research could have
been conducted on the results of the Delphi survey or the consumer survey to
establish the depth of feeling of certain groups, but the research aimed to
understand the wider picture and leave the specifics to future research. Thus, the
research can be seen only as the first step and much more research needs to follow.
9.3 Recommendations
The research has developed a set of indicators that have been endorsed by
academics and industry and supported by consumers. Thus the first
recommendation is that the indicators be tested in a real tourism resort in order to
establish the approximate cost of measuring, and to determine, how
comprehensive they are in covering the key issues affecting the resort, and then to
assess what value the measures are to the resort. Only through such a process can
the rationale for the adoption of these indicators be strengthened, (or can it be
discovered that the calls for greater monitoring have Siren-like led another
researcher to the rocks of destruction).
The second recommendation is that further research be conducted on the specifics
of which groups and variables are important in the usage of a wider supply of
information. Such research would be important to establish the nature and
medium used to develop greater awareness amongst a group, and to foster
awareness in those just one rung below. Given the limited resources available to
implement monitoring programmes, the research needs to focus on the consumer
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who switches off for two weeks, to what degree the indicators should be
aggregated and how the indicators should be presented. Concurrently, it is of
course important for the success of the industry as a whole that the element of
fantasy and hedonism in tourism is still maintained. There is little benefit to be
accrued from focusing now on the consumer who is unconcerned about events in
their homeland. In the future, when their concern is heightened and another step
up the ladder has been taken, then it would become appropriate to explore how a
message could be designed for this group.
The third recommendation is that the framework developed in chapter seven to
account for the way in which industry responds, be explored further. It should be
fundamental for tourism research that ideas developed and theories constructed be
grounded in the implications for industry. Thus it needs to be understood for this
topic how industry is likely to respond to any challenge placed before it. The
research has developed a framework, but this needs to be tested further and ideally
used to gain an idea of the numbers of companies that are motivated by the
varying levels identified (i.e. legal minimum, negative PR, market advantage, cost
savings and altruism). This would facilitate understanding of the potential
efficacy of a regulatory approach or a consumerism approach, for example.
The fourth recommendation is to test the provision of internet terminals in travel
agencies and whether this results in a change in the customer who enters the shop.
The thesis developed from this research is that because of the narrowness of
information provided by travel agents, the customer who wants further
information is frustrated and so seeks this information independently and is more
prone then to book independently. The narrow margins of the travel agency
sector mean that such a step would be a bold challenge to the rest of the industry,
yet the increasing usage of the internet to book holidays must be challenged in
some way. If the "dot com" companies are to overcome the problem of a lack of
technical expertise amongst consumers then they must become as personalised
and user-friendly as possible. It would therefore seem appropriate for the travel
agencies who embody a personalised service to counter the threat of the internet
with increased use of technology in their retail sites. The internet sites represent
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the most effective means of providing consumers with the information they want
in the format they want.
The final recommendation is that as the research has identified a broad range of
subjects in which the consumers are interested, then travel agencies could entice a
wider range of consumer through their doors by having consultants who work in
the shop able to answer questions on this enhanced range of subjects. This could
be linked with the above recommendation, or provided as an alternative to the use
of intemet terminals. Another alternative beyond the travel consultant is to
improve the range of topics covered by the travel brochure. The central role that
the travel brochure plays in the selection of many holidays would make the
brochure a potentially suitable channel to supply the desired information. Further
research needs to be conducted to establish the appropriacy of the brochure to
display such messages to different groups of consumer. This research would need
to be combined with the second recommendation above, to establish more clearly
which consumers are willing to use the indicators.
9.4 Summary
This chapter has provided a review of the aims and objectives of this dissertation.
The dissertation has developed a set of sixteen indicators of sustainable tourism
that have received academic endorsement, industry approval and a final selection
by consumers, thus meeting the principal research objective. This final chapter
has outlined how the general aims of re-associating SD and ST, promoting
consumerism, promoting the Delphi technique and being exploratory have been
met, in the process of achieving the specific research goals. In developing the
indicators, this research has identified more questions to answer than existed
before the research, these are highlighted in this chapter and recommendations
made to enhance the future of the tourism industry.
Further, and finally, the research has shown the division in understanding of the
term "sustainable tourism". This division extends beyond industry boundaries,
with Delphi survey respondents claiming that ST is only about tourism, and
industry members extolling the need for a wider analysis. Yet, with the expansion
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of tourism as a field of study at University, and the continued growth and profile
of the tourism industry, there is a need to clarify what the concept does mean lest
it becomes devalued and unimplementable. In so doing, tourism's role within the
larger developmental context can be emphasised, as opposed to being diminished
as it is when sustainable tourism is about sustaining the tourism industry. The
irony is that with improved levels of information, consumers seem more willing to
sustain companies who aim to sustain development, than those companies who
aim to sustain tourism.
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Type of indicator
Page number
4	 <rt.
Linkages to other indicators
124
	
A
vh,vo,
Appendix One — Filtering Model Used to Select 1ST
Yes No
1 Is the indicator applicable to tourism? See Notes
2 Is the indicator a complete indicator? See Notes
3 Is the indicator applicable to all types of
tourism?
See Notes
4 Is the data for the indicator easily
obtained?
See Notes
5 Is the calculation required for the
indicator simple?
See Notes
6 Is the indicator understandable? See Notes
7 Is the data transparent, credible and
reliable?
See Notes
8 Does the indicator point towards
sustainable development?
See Notes
9 Can the indicator be measured on an
ongoing basis?
See Notes
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Appendix Two — Letter to Delphi Respondents, Round One
«Departmenb>
«Address»
«Address2»
«City»
«State»
«Postal_Code»	
12th June 1998
Dear «Name»
I am a PhD researcher at the University of Surrey England, looking into the use of indicators
which point towards sustainable tourism. The objective of the research is to identify indicators
that are of benefit to the end consumer of tourism products, rather than following the focus of
attention to date, which has used indicators as a management tool.
You are invited to co-operate with this research because of your article "«Article_Title»". As a
result, Professor Butler and myself consider that not only would you possess the requisite skills to
contribute meaningfully but that you would recognise the importance of research into this area.
More specifically the aims of this part of the research are to produce indicators that;
Point towards more sustainable forms of tourism
Are objective, quantifiable and reliable
As widely applicable as possible, i.e. to all types of tourist destination
Comprise data that is easily and cheaply obtained
Are academically endorsed
While this might seem like a chimeric proposition, the questionnaire enclosed seeks to establish
firstly what academics understand by the term "sustainable tourism" before proceeding to gamer
opinion on the indicators my research has already selected. These indicators presented have been
produced by filtering the indicators published by the UN (1996), WTO (1993, 1995, 1997) and
OECD (1991) through a series of nine questions derived from the objectives of this research. The
questionnaire then asks you to state your opinion on the ability of each indicator to demonstrate
the progress that an individual tourism resort is making towards the goal of sustainable
tourism. Each indicator should be graded on the 5-point scale to the right of the indicator and at
the end of each section there is space to express further comment on the reasons for any of your
decisions or to make any points you feel applicable based on your experience.
The final question asks you to comment on the ability of all the indicators considered together to
present a complete picture of the contribution that an individual tourism resort is making towards
sustainable tourism.
Pilot surveys have shown that the survey takes about twenty minutes to complete. A stamped
addressed envelope is enclosed for your convenience in returning the completed questionnaire,
however should you lose the questionnaire then I will be using an email based survey design
method to follow up non-respondents and a replacement questionnaire can be sent at this time.
Once again, Professor Butler and I would thank you for your co-operation in this research and we
would like to offer a copy of the findings to express this gratitude when the work is concluded.
Yours sincerely,
G.A.Miller
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Appendix Four — Letter to Delphi Respondents, Round Two
«Name»
«Department»
«University»
«Building»
vAddress#1»
«Address#2»
«Post Code»
16 th November 1998
Dear «Name»
You may remember during the summer months that I sent you the first round of a Delphi survey
into the use of indicators which point towards sustainable tourism. I would firstly like to thank
you for taking the time to complete that questionnaire and contributing to what was an extremely
successful survey. Now, Professor Butler, Dr Bennett and I would like to ask for your co-
operation a second time in seeking further corroboration for the scores that were achieved and
comments that were made during the first round.
Section One of the enclosed survey presents the results of what you and other leading tourism
academicians and experts considered constituted the key elements of sustainable tourism. Space is
available for you to comment on the components of the definition presented and we would
welcome your reactions.
Sections Two to Eleven present the indicators derived from filtering UN, WTO and OECD
literature. The mean score achieved from the first round is recorded, as is the score that you gave
to the indicator representing your opinion on the ability of the indicator to demonstrate the
progress that an individual tourism resort is making towards sustainable tourism. You are
invited to change any of your initial responses where you consider it to be appropriate after further
consideration. The questions that follow the indicators are based on comments made by
respondents from the first round and relate to potential changes that could be made to the
indicators. Your opinion should be marked on the 5-point scale to the right of the question and
there is space provided at the end of each section for you to add any further comments or
explanation based on your experience.
Section Twelve follows the same format as the previous sections though the questions relate to all
the indicators taken together and their ability to detect progress towards sustainable tourism rather
than each indicator considered separately.
A stamped addressed envelope is once again enclosed for your convenience in promptly returning
the completed questionnaire. However, should you lose the questionnaire in the busy run up to
Christmas then I will be using an email based survey design method to follow up non-respondents
and a replacement questionnaire can be sent at this time. Professor Butler, Dr Bennett and I would
like to thank you for your co-operation in this research and offer a copy of the findings which will
be available early in the New Year when the survey is concluded.
Yours sincerely,
Graham A. Miller
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Appendix Five — Delphi Survey, Round Two
Graham Miller
PhD Researcher
School of Management Studies for the Service Sector
University of Surrey
Guildford
Surrey, GU2 5XH
ENGLAND
Supervised by Prof. R.W.Butler
Dr. M.B.Bennett
Section One presents results from the first round survey to determine components
of sustainable tourism and invites comment
Sections Two to Eleven presents indicators derived from the UN, VVTO and OECD
and the results of the first round survey on the ability of each indicator to
demonstrate the progress that an individual tourism resort is making towards the
goal of sustainable tourism. Your first round answers are recorded along with the
mean scores recorded. In accordance with the Delphi Technique approach, you are
invited to amend your first round answer where appropriate
Questions asked relate to comments made from the first round survey and seek to
ascertain opinion of possible future changes to the indicators
Section Twelve asks for your opinion on the ability of all the indicators taken
together to meet the key objectives of this research 
A 5 point Likert scale is used throughout to measure the strength of opinion
Space is available to provide extra comments where necessary
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Section One: Definitions of Sustainable Tourism
Weighted top 5 responses
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The need for Integration of tourism planning with other resource based industries
and the concept of Balance were other components that respondents mentioned
but which were not in the original list
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Please use this space to add any further comments which you feel would explain
your responses where necessary to
1) previous round results and any changes you may have made to your responses
2) the new questionnaire and your responses
Which group do you consider to be primarily responsible for taking steps to
move towards more sustainable tourism. Please tick one
Industry
Tourists
Local Residents
Local Government
National Government
_
_
_
___.
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The first boxed areas in Sections Two to Twelve present the results of the first
round of the survey on the ability of the indicator to demonstrate the progress that
a tourism resort is making towards sustainable tourism. The mean score and the
score which you gave the indicator are also presented. You are invited to amend
your previous score (circled in red) where you consider appropriate
The questions below the boxed area relate to comments that were made from the
first round. You are asked to circle a number from 5-1 which reflects your opinion.
The final part of each section offers you the opportunity for explanation
and comments
Section Two: Environmental Impact
ct
cu
=
co 	 o	 q w
>	 f i•	..v.	 Z 	 •	 6	 1.
(13	 a	 co	 2	 Ei	 a)	 a
FD, 	=	 Fe	 —	 cra	 co	 =
cpr)c	 CD	 Ej	 Fl 3	 FDI	 C a
..R"	 CD	 CD	 '<
Results of resident attitude survey on air	 5	 4	 3	 2	 1
quality in the locality of the tourism resort
2.9
Results of resident attitude survey on water 	 5	 4	 3	 2	 1
quality in the locality of the tourism resort
3.3
Results of resident attitude survey on noise 	 5	 4	 3	 2	 1
pollution in the locality of the tourism resort
34
Results of resident attitude survey on change	 5	 4	 3	 2	 1
in environmental quality in the locality
of the tourism resort
3.7
Individual Tourism Resort is defined to be a "holiday (vacation) hotel providing
extensive entertainment and recreation facilities" as in Medlik, S (1996:215) 2nd Edition
Dictionary of Travel, Tourism and Hospitality. Butterworth-Heinneman, Oxford
Quantitative methods offer a better approach
to measuring the environmental impact 	 5	 4	 3	 2	 1
Using resident attitude surveys to measure
the "change in environmental quality"
(indicator #4 above) offers a good	 5	 4	 3	 2	 1
encapsulation of the situation
A change in environmental quality may not have 	 5	 4	 3	 2	 1
been caused by tourism
Environmental impact caused by other factors 	 5	 4	 3	 2	 1
does not affect tourism's ability to be
sustainable
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Locational factors determine the extent to which
a resort can be sustainable
Water quantity should be considered relevant
to tourism as well as water quality
5 4 3 2 1
5 4 3 2 1
Please use this space to add any further comments which you feel would explain
your responses where necessary to
1) previous round results and any changes you may have made to your responses
2) the new questionnaire and your responses
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Section Three: Energy Consum ption and Waste
R. C. 4 .)	 g
co	 a	 ci,
(O
	 7	 E 0
Fe ca 	 =
(D<
Levels
> 9. ),.	 >	 z	 Co?
co 	 a	 co	 2	 0)
Fr 3	 Z	 Fp'	 .....	 CO
0	 C°a)	 CT)	 alcz	 CD
Annual energy consumption by local residents: 	 5
	
4	 3	 2 1 3.7
Annual energy consumption by tourism resort
Percentage of renewable energy sources used in 	 5	 4	 3	 2 1
The tourism resort: Percentage of non-renewable
energy sources used in the tourism resort
4.1
Extent of recycling and reuse undertaken in the	 5	 4	 3	 2
tourism resort
1 4.2
Percentage of sewage treated by the tourism 	 6	 4	 3	 2 1
resort Total sewage produced by the tourism
resort
4.5
Due to the possibility of falling energy
consumption by residents, energy consumption 	 5	 4	 3	 2
for the resort should be taken as a percentage of
total energy consumption for the locality
1
Energy consumption is influenced by too many 	 5	 4	 3	 2 1
Factors outside tourism to make measurement
of value
Please use this space to add any further comments which you feel would explain
your responses where necessary to
1) previous round results and any changes you may
have made to your responses
2) the new questionnaire and your responses
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Lowest wage per hour in the tourism resort:
Lowest wage per hour from other local industry
Percentage locals employed in the tourism
resort Percentage non-locals employed in the
tourism resort
Average wage of locals employed in the tourism
resort Average wage of non-locals employed
in the tourism resort
Percentage males employed in the tourism
resort Percentage females employed in the
tourism resort
Average male wage from the tourism resort
Average female wage from the tourism resort
Average length of employment contract in the
tourism resort Average length of employment
contract in other local industry
Wage/Employment equity is important for
sustainable tourism
Comparing male/female ratio in a tourism resort
against the local ratio for all employment
would improve the understanding
of tourism's contribution to sustainability
Comparing locals/non-locals ratio in a tourism
resort against the local ratio for all employment
would improve the understanding of tourism's
contribution to sustainability
Local conditions can be so critical in
employment as to reduce the value of
developing any standardised measure
Appendix Five — Delphi Survey, Round Two
Section Four: Employment
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> or
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ci?2,
a
z
co
C
0.6
a)
CD
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o)	 0(.0
g
CDfl)
el	 (CI CD al a; C-13	 Ca Z
'.< (I) CD'‹
5 4 3 2 1 3.4
5 4 3 2 1 4.1
5 4 3 2 1 3.8
5 4 3 2 1 2.9
5 4 3 2 1 3.5
5 4 3 2 1 3.6
5 4 3 2 1
5 4 3 2 1
5 4 3 2 1
5 4 3 2 1
5 4 3 2 1
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Please use this space to add any further comments which you feel would explain
your responses where necessary to
1) previous round results and any changes you may have made to your responses
2) the new questionnaire and your responses
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Section Five: Income Levels
co
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CD
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il)	 0 K0
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0 CO
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C13
a) E3
CO
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CD
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....	 —
CD	 "4
Cl)
z
Average wage in the tourism resort Cost of
daily consumables
Comparing the average wage/cost of daily
consumables ratio in the resort against a wider
national figure would improve understanding
of tourism's contribution to sustainability
Real wage in absolute terms does not have
relevance to sustainable tourism
3 2 1	 3.69
5
5
4
4
3
3
2
2
1
1
Please use this space to add any further comments which you feel would explain
your responses where necessary to
1) previous round results and any changes you may have made to your responses
2) the new questionnaire and your responses
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Amount of money leaving the tourism locality: 	 5	 4 3	 2	 1	 4.38
Total revenue received by the tourism resort
Section Six: Financial Leakages
>
	
um cn	 Z qD. 6
CD	 CD	 Ci)
	6 13 a	
' 
c coz
	
co	 CD	 17)	 CI)
	
...-e	 CD
Measuring the leakage of first round
expenditure and profits only against income
received severely oversimplifies the situation
5	 43	 2	 1
Please use this space to add any further comments which you feel would explain
your responses where necessary to
1) previous round results and any changes you may
have made to your responses
2) the new questionnaire and your responses
298
Appendix Five — Delphi Survey, Round Two
Results of customer service satisfaction survey
Local staff training and career advancement
is not relevant to sustainable tourism
Customer satisfaction with environmental issues
at the resort is not relevant to sustainable tourism
Staff satisfaction is not relevant to sustainable tourism
Including measures of staff satisfaction and staff
training as well as customer satisfaction would
provide a better understanding of movement
towards sustainability than just customer
satisfaction alone
Measuring the extent of staff/guest
environmental education would be of value
Appendix Five —Delphi Survey, Round Two
Section Seven: Staff Trainin g and Education
>
co co >
iii	 ar coa) o 	-,
z
cri
c
0.
a
ED
Cio
g
a w m
(2),	 a	 a)
,	 03,
co=	ft
..,z
La CI
CD
CD CD
CD
5 4 3 2 1
5 4 3 2 1
5 4 3 2 1
5 4 3 2 1
5 4 3 2 1
Please use this space to add any further comments which you feel would explain
your responses where necessary to
1) previous round results and any changes you may have made to your responses
2) the new questionnaire and your responses
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Section Eight: Social Impact
Levels of crime against persons within the
locality of the tourism resort
Results of resident attitude survey on congestion
in the locality of the tourism resort
Results of resident attitude survey on change in
local culture in the locality of the tourism resort
Results of resident attitude survey on access to
local amenities around the tourism resort
Quantitative measures are preferential to
qualitative
An increase in crime caused by factors outside
tourism does not affect tourism's ability to be
sustainable
Local situations are so critical as to invalidate
the use of a standardised measure
>
co o
co	 co
(1::1)
CD
CD
coC
CD
co
(7)
CO
c7)
CD	 o
ZD1	
Fp,	 cr:_)
CD	 CD	 '"‹
(D
5 4 3 2 1 3.51
5 4 3 2 1 3.72
5 4 3 2 1 3.96
5 4 3 2 1 3.96
Please use this space to add any further comments which you feel would explain
your responses where necessary to
1) previous round results and any changes you may have made to your responses
2) the new questionnaire and your responses
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Section Nine: Food hazards
cn > -. > z
co	 CD	
Fa cn cr K
co a
c	 D)	 cu o	 CD
F13 Z	 C—DI	 CO CO =	 CD
CD CD	 CD	 i 0	 Fi	 —.1 cfaa) — =
..<	 CD	 (D<
Number of cases of food related illnesses in the
tourism resort
Food hazards are best dealt with by 5 4 3 2 1
Environmental Health Regulations
Food hazards are not an issue for sustainable tourism 5 4 3 2 1
Please use this space to add any further comments which you feel would explain
your responses where necessary to
1) previous round results and any changes you may have made to your responses
2) the new questionnaire and your responses
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Section Ten: Environmental Im pact Assessment
>	 ./1	 >	 z	 —,:,3.
CO	 a	 CO	 ad 	 n)
...	 CO	 CO
(D
	 C°	 CD	 E13	 a;
4Z	 CD
al	 5.4.)
a)	 a	 a)
=	 a)
61 (2.	 =
CD '<
Was an EIA conducted? 	 5	 4	 3	 2 1 4.16
What extent and coverage does the EIA have? 	 5	 4	 3	 2 1 4.29
Will there be continuance and reappraisal of 	 5	 4	 3	 2
the EIA?
1 4.43
The EIA should include social impact 	 5	 4	 3	 2
assessment
1
Commitment and measurement of EIA should 	 5	 4	 3	 2
come from the Local Authority
1
A standardised measure of the extent and	 5	 4	 3	 2
coverage of each EIA would provide
valuable further understanding of movement
towards sustainability
1
EIA's should be applied to all tourism resorts
regardless of size	 5	 4	 3	 2 1
Monitoring is essential to detect any move
towards sustainable tourism	 5	 4	 3	 2 1
Please use this space to add any further comments which you feel would explain
your responses where necessary to
1) previous round results and any changes you may have made to your responses
2) the new questionnaire and your responses
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Section Eleven: Management Policy
This section concerns the existence at resort level of company policy aimed at:
> .22	 >(c)	 coa
FI)	 =	 ibi
C° 	 CDCD	
-.R
z
CD
C
CT)
q	 q cn
(7)	 (7)	 = r	 M
ID	 CU	 0	 CD
CO	 CO	 7	 a)
a')	 FD1	 C S3	 =
CD	 CD	 '<
Increasing local resident involvement in
community activities
5 4 3 2	 1 3.94
Tackling specific local environmental problems 5 4 3 2	 1 4.24
Minimising tourist impact on local residents 5 4 3 2	 1 4.11
Implementing national policy directives 5 4 3 2	 1 3.63
Assessing the results of actions is more effective
than determining the existence of policy in
understanding movement towards sustainability
5 4 3 2	 1
It is too idealistic for tourism to aim to increase
local resident involvement in community
activities
5 4 3 2	 1
If "minimising tourism impacts" read
"minimising negative impacts" would the policy
help identify resorts moving towards
sustainability
5 4 3 2	 1
Please use this space to add any further comments which you feel would explain your
previous responses where necessary to
1) previous round results and any changes you may have made
2) the new questionnaire and your responses
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Promote sustainable tourism
Enable consumers to make more informed
decisions on their choice of resort
Provide useful information for marketers to
promote their products with
Represent a complete picture of progress made
by a tourism resort towards sustainable tourism 
5	 4	 3	 2	 1	 3.70
5	 4	 3	 2	 1	 3.61
5	 4	 3	 2	 1	 3.76
5	 4	 3	 2	 1	 3.26
Appendix Five — Delphi Survey, Round Two
Section Twelve
This section considers all the indicators taken together
cn	 z	 D. 0. co> ar 2,3	 cp	 Cl) a = rUZI 0	 03	 03 0
Zil	 21	
c	
CO CO z
rD CC 0
	 2	 (13 @ cci
...<	 CD
	
CD '<
The indicators offer an improvement in 	 5	 4	 3	 2	 1
understanding the movement made by a tourism
resort towards sustainable tourism
Progress towards sustainable tourism can be helped by	 5	 4	 3	 2	 1
providing consumers with the information that
these indicators would provide
Movement towards sustainable tourism is more likely	 5	 4	 3	 2	 1
to come as a result of external pressure from
consumers than internal drive from the industry
Better informed consumers will demand more
	 5	 4	 3	 2	 1
sustainably managed resorts?
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Please use this space to add any further comments which you feel would explain
your responses where necessary
1) previous round results and any changes you may have made to your responses
2) the new questionnaire and your responses
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Thank you for taking the time to complete this questionnaire, your participation has
been greatly appreciated. All responses will be treated with the strictest confidentiality.
A stamped addressed envelope has been provided for your convenience.
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Appendix Nine — Industry Interviews Letter
Name
Position
Company
Address 1
Address 2
Address 3
Address 4
County
Post Code
18th March 1999
Dear Sir,
I am conducting doctoral research at the University of Surrey into the level of sustainability
monitoring currently being undertaken by the tourism industry. As an influential stakeholder in
the development of the tourism industry I am very keen to meet with you and understand the
position of Company Name in this regard and to hear your comments on what is becoming an ever
more discussed issue.
The research so far has determined the view of leading academics and consultants on what should
be monitored in order to improve the sustainability of the tourism industry, and the results of this
survey are included with this letter. I now seek to obtain the industry view and I would be
grateful if you could spare some time to discuss the measures that are included and the relevance
of these to your organisation. In addition, it would be of great value to my research to understand
the position of Company Name on the following subjects.
• Opinion on the measures presented/improvements that could be made (see enclosed)
• Extent of monitoring in company at present
• Who in the industry has the responsibility for monitoring
• Who in the industry is best placed to afford monitoring
• Who in the industry would benefit most from monitoring
• Opinion/understanding of "sustainable tourism"
• Level of "sustainability" of current operations
• Level of consumer interest in sustainability
• Anticipated future interest in sustainability and any planned responses
• How improvement to the industry is most likely to occur
This research plans to be the UK's largest survey to date of industry attitudes towards
sustainability and monitoring, and copies of the findings will be made available to all participants.
Confidentiality of responses will be guaranteed at all stages of the research.. I will telephone on
Wednesday 24th March to arrange a date at your convenience for us to discuss the enclosed
measures and the issues listed above. However, if in the mean time you have any questions about
the research, then please do not hesitate to call me on 0181 992 1503 or email
ohno.prob lems@dnet. co . uk
Once again, I would like to thank you for your co-operation in this research and look forward to
meeting with you.
Yours Sincerely,
Graham A. Miller
Researcher
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Potential Measures of Sustainabilitv Based on Survey of Academics and Consultants
(Items for discussion at meeting to be arranged)
Possible measures have been filtered from a number of world bodies' publications on monitoring
sustainable development and then applied to the tourism industry. Following this, tourism
consultants and academics world-wide were surveyed for comment. The measures included below
are those which after two rounds of surveying, had a minimum of 66% of respondents strongly
agree or agree and a maximum of 20% of respondents strongly disagree or disagree.
You may wish to review and consider how these items may be applied to your organisation
and adapted for greater expedience, prior to our meeting.
Environmental Impact
i. Measure of air quality in the tourism resort area
Measure of water quality and quantity available in the tourism resort area
Measure of noise pollution in the tourism resort area
iv. Result of resident attitude survey on change in environmental quality in the tourism resort
area
Energy consumption and waste levels
i. Annual energy consumption by local residents: Annual energy consumption by the tourism
resort
Percentage of renewable energy sources used in the tourism resort: Percentage of non-
renewable resources used in the tourism resort
Extent of recycling and reuse undertaken in the tourism resort
iv. Percentage of resort sewage treated: Percentage of resort sewage untreated
Employment
i. Percentage locals employed in the tourism resort: Percentage non-locals employed in the
tourism resort
ii. Percentage males employed in the tourism resort: Percentage females employed in the
tourism resort
Average wage of locals employed in the tourism resort: Average wage of non-locals
employed in the tourism resort
iv. Average male wage from the tourism resort: Average female wage from the tourism resort
Financial Leakages
i. Amount of money leaving the tourism resort area: Amount of money received by the
tourism resort
Staff Training
Customer satisfaction with environmental issues at the resort
Staff satisfaction at the resort
iv. Staff training in environmental/cultural issues at the resort
Social Impact
i. Number of crimes recorded against persons within the tourism resort area
ii. Results of resident attitude survey on change in local culture in the tourism resort area
iii. Results of resident attitude survey on access to local amenities around the tourism resort
Environmental Impact Assessment (EIA)
i. Measure of whether an EIA was conducted or not
What extent and coverage does the EIA have?
Will there be continuance and reappraisal of the EIA
Management policy
i. Existence of company policy to tackle specific local environmental problems
ii. Existence of company policy to minimise negative impact of tourists on locals
Thank you for your time and co-operation, it is greatly appreciated.
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Questions to Industry
Sustainable Debate
• One of the problems with the debate over "sustainable tourism" is that the
term means different things to different organisations
• What does the term "sustainable tourism" mean to your organisation
• Do you consider that your operations are "sustainable"?
• What are you doing to be/ be more sustainable?
• What is your understanding of the customer's attitude to sustainability?
• What is the customer's attitude to environmental quality, social equity on
holiday?
• Do you see it as something more for the future, or has its interest peaked?
• Will the consumer ever seek out environmental information before
deciding on a holiday destination?
• Is it the responsibility of the consumer to lessen impacts on the
destination?
Monitoring in General
• Do you monitor impact at present?
• What do you monitor? I.e. environmental, social, cultural impacts
• Do you consider it the responsibility of tour operators to monitor impact?
• Who should be responsible for monitoring impact?
• Who has the most to gain from monitoring impact?
• When would you become involved in monitoring?
• Do you think that you could gain market advantage by having an
"environmentally approved" stamp on your product?
• What is your opinion on Green Globe/other eco-label schemes?
• Who is best placed financially to monitor?
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• Could you see an alliance of tour operators, tourists, local residents, resort
owners, national and local government working in an alliance to measure
impact?
My indicators
• What is your opinion on the measures sent to you?
• Could you use any of them at present? i.e. could you measure the items?
• Who would be best placed to measure these issues?
• Do you think that it would help to reduce the impact caused by knowing
the answers to the measures? i.e. problem identification
• Would having the answers to these measures help to sell the holidays?
• What changes would you make to the measures to increase their chances
of being acceptable to your organisation?
• In the future, do you see the consumer as requiring more or less
information of the kind described?
Spoke to:
Date:
Time:
Notes on the interview:
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Interview with Medium sized tour operator, 10th May 1999.
Can you first tell me a bit about ******, I had thought that that you
concentrated just on Greece and Cyprus, but you are worldwide?
Yes, I think you will see from what is happening now why I am always very nervous
of being based just on the Eastern Mediterranean, it is a very high risk market. And
operating to Greece is a very high risk because it is all done on commitments, in that
we have to take the charters and pre-book the accommodation, that is the only kind of
tourism that they understand unfortunately. But ****** is about 28-29 years old, it
was started off in order to help sell properties that another company were selling off
in Cyprus and they subsequently asked us to buy in to the company. Previous to that,
there was the invasion of Cyprus by Turkey at that time we were only working in
Cyprus. In 1974 we diversified into Greece slowly, we also realised that there was
much more mileage in selling holidays to places rather than selling the places
themselves. So we then ran programmes on Cyprus and Greece, the next one we
added was Sicily, thinking that we would just do islands in the Mediterranean and
from there we sensed that the market was slowly going to change, that people would
want their hands held on what we like to think of as package holidays, but they like to
consider as independent holidays and we realised that there was a market there that
would suit what we were doing and so we slowly developed the discovery part and we
are now after these years are carrying 26-27,000 people per year, about 19-20,000 are
Greece because we have added about 4,000 people through buying the Greek Islands
Club last year, we do about 4-5,000 to Cyprus and then the balance to fairly rarefied
places. So we are one of the biggest operators to the Azores where we send 400
people per year, Namibia and Zambia on an Africa programme we are the largest
operator, not on a group itinerary, we don't do groups, we just do individuals but we
generate a fair volume.
Yes I was looking through your brochure and although you say it is package
tourism, it certainly isn't mass tourism.
No, and we consider that is our niche and people will come to us wanting the security
of a safe adventure, and that is what we offer on those programmes and we are slowly
developing that side. Next year we will be separating our discovery brochure so we
will have a European discovery, and that will include a fly drive to Hungary, and that
again is something that only we are doing and then we are developing a Latin
America brochure. Our difficulty is making people aware that we are not only Greece
and Cyprus, it takes a long time to convince people that you are doing something else
and unless you have a lot of money to throw at it then you have to do it very steadily
over a long time.
But most of the activities are the same but in different locations? It is the same
kind of people?
Yes, it is the same kind of people. Even what we do in Greece attracts the same
people, so we do a certain amount of cross selling, we would never put it in the same
brochure, because it is a different approach, but the sort of holidays and the image of
the holidays is common.
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So you get a lot of repeat business? Greece this year and Cyprus the next?
We do yes. Price brackets are very different, Argentina next year will be our most
expensive holiday at around L3-4,000. That is really how we see it, in developing
small sections within ****** overall who specialise in particular areas so that you get
that sort of dedicated approach although it isn't Greece and Cyprus.
What is the most important thing to your customers?
I think that if you have to be honest, there is a certain snob value from travelling with
certain companies. If you said that you were travelling to Florida, then to our market
that would be regarded as worse than going to Benidorm. They want something fresh,
they want know-how, they want to meet the people of the country, they will expect a
certain character in the hotel, they wont expect us to use Sheraton type places,
although sometimes we have to because there is nothing else in the places we go to
and more than that they are expecting a lot of individual attention and we just have to
give it. The difficulty is trying to run volume but at the same time giving a personal
service and we are very close to the limit as to what we can do. For a specialist we
are really very large and I would think that when we are getting to about 30,000
people then I don't think that we could operate in the same way. And then it is a
matter of margins and adjusting the programme to take account of changing trends.
And have you had to pull out of a destination because you can't guarantee the
quality to your customers?
We pulled out of Hungary in the early 90's because the product was too difficult and
too hit and miss in the post-communist years. Hungary is about the only year and we
are now going back in again. We will be pulling out of Thailand because it doesn't
suit us. The Far East I think is for the large operators using big hotels with very cheap
prices. And I think that doing fly drives in Thailand never caught on and I think that I
misjudged the image of Thailand and we have had no take ups for it, so we will be
dropping it next year.
With Greece and Cyprus as you main destinations you can't drop them but you
can drop destinations within Greece and Cyprus?
And we do. We dropped Aya Napa a long time ago and we are not going back in.
But the reason is that Cyprus as an island has gone down hill, they built too many
beds and so in filling them they have had to attract a very different clientele. When
we started we were the market leaders, but a lot of people have gone into that market.
We pulled out of Corfu many years ago when we felt that it had become too mass
market, and so on. So you have to be very skilled at seeing the changes in the resort
and if you don't move away at the right time when a different market comes in then
you find that you have all the capacity and you find that you just cant sell it.
Is it easier to try and solve things or is it easier just to pull out?
No, I think that as a company more than any other over the last 15-20 years we have
campaigned tirelessly for what is happening, especially in Greece. Unfortunately
people don't care, the destinations don't care, the tourist offices really don't care
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because the tourist offices are only just concerned with numbers, I think that if you
talk to any of the tourist offices directly, they understand that the policy is wrong but
politically that they cant do anything about it. If you speak to people in a resort, and
you explain that 10 of our clients are worth 80 of Thomson's then they don't
understand it, they don't believe it and when Thomson or Airtours wants to come in to
a resort and comes in with a lot of money, then we just don't have the resources to
compete. So either we cut down a great deal to the resort, or we just decide to
withdraw completely. We are fairly skilled in finding the kind of resort that the large
companies will find it difficult to move in to. And we want to make our living from
that, but we still need to ensure volume no matter what people still expect to pay very
little and that is a problem. The expertise that you need and the staff that you need
and the resources to run what we need are all very different to run a mass market, but
at the moment I am not sure that the public appreciates that. It is very frustrating
because you know that you are doing a good job, but it doesn't seem to count for very
much.
So do the authorities take much responsibility for the destinations?
They don't, they tell you that it is a free market, which I can understand. What
liberalisation has meant is that control by government is replaced by control by TUT,
Thomson and Airtours, I personally prefer control by government, but that is exactly
what liberalisation by government has meant. The governments understand that but
they all go on about liberalisation. The American government talk about
liberalisation of the skies, but if you talk to their competition authorities then they will
say that it has failed because it is impossible for a low cost airline to get in now and
all the fares are going up, this is exactly what is going to happen here and everywhere
else and the governments turn a blind eye. There is nothing that we who are in the
know, nothing has improved for the client because of what has been going on over the
last years, things have improved for the shareholder, but for the people who actually
travel there is no difference and if anything things have actually deteriorated because
they are going to be treated more and more like cattle, they will have far less choice
and the prices will go up. We know this. And if you speak to the big operators
privately then they will tell you that is exactly what they are aiming for, but publicly
as soon as you say it then you are labelled a crank.
So your aim is to get in to destinations where the big ones can't follow, where
there isn't the critical mass?
We have no choice but to do that unfortunately. But it is getting increasingly difficult
to sell in standard destinations. We have enormous difficulty in selling last minute
capacity because last minute capacity is dumped by the large tour operators at
between £69 and £89 and we don't want to go down that low because we would then
be attracting a different kind of client. What it means is that people's perceptions of
what they have to pay is too low for us now, we wont go below about £200 for
Greece, which really covers just the flight and the cost of the transfers, but at that well
we have got to be selling at half that price and we just don't want to do it. We
consider that is just then a cash flow exercise, but if you are running aeroplanes then
you are getting a contribution.
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Do you find that with some of the more remote and sensitive destinations that
you are going to that as time goes on that more and more local government
responsibility is being taken? For example somewhere like the Galapagos where
it is sensitive and they do have more restrictions.
Yes, I think that those sort of places then yes. I think that you can regulate by the
price mechanism but then you are labelled an elitist. I think that it just because it is
there doesn't mean that it has got to be made available to everyone. Some of us are
privileged to do some things, others aren't and I don't say that because I am privileged
to go everywhere, no there is some realisation, particularly I am concerned with mass
market destinations and how they have to differentiate and compete and there is some
realisation like in parts of Portugal which was completely ruined by the big British
operators in the early 70's. They then understood that they need a limit on the number
of beds what quality of beds and now they have a very different image from what they
used to have. There are areas in Greece where the use of the price mechanism has
meant that they have retained any sense of character, but it is almost by chance rather
than any design. Successive director generals of tourism in Greece, and I have lived
through about 15-20 of them, will come here and say that they want to maintain
quality tourism and we don't want Greece to be a dumping ground, and they last
about a year, they are political appointments, the minister changes and so we are back
to square one. The next one doesn't want to follow what his predecessor was doing,
and so the Greeks have been trying to extend their winter season almost as long as I
can remember because they are incapable of any consistency of policy. And
unfortunately that has gone very much against Greece. I think that the Spaniards and
the Portuguese are very much better, I think that they are also have the large tour
operators on their side because that is the homeland of the large tour operators and
they don't want to trash the place, they almost did it before and so you get them co-
operating a lot more in controlling things.
Do you find that the other tour operators like yourselves, the smaller operators,
are more co-operative in taking responsibility and preserving the market, rather
than a more "in and out" philosophy.
Yes I think so, it is how you measure success. If success is measured by size, then a
lot of people haven't understood that we haven't wanted to grow big for that simple
reason. We like to do a particular job, we are responsible, we don't want to upset the
pricing mechanism in a place, we don't want to go for too many beds, which means
we have to sell cheap. We know exactly what our clientele wants. The large tour
operator will often pile into our market of for a year or so and then realise that we
knew in the first place that it is unworkable, and then they will pull out. And so it
goes on. No, I think that smaller tour operators are far more aware, but we are
powerless. Absolutely. I know very well that many people regard me as a crank and
any views that I put over and there is very little that I can do about that. It is very
frustrating when you know that many of the people who publicly disagree with you
privately agree with you. Their jobs are at stake, they are not going to run their
companies down or tell you that company is being irresponsible because they work
for that company and now as 80% of the market is going to be controlled by three
companies then the chances are that you are going to be working there. And so you
are not going to criticise them because tomorrow you may be working for them and
that is a power.
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The flip side is that the large companies have not been interested in this research
or shown interest in forging closer links with the university despite the fact that
we will provide many of their graduates, you would have thought they would
have been interested?
No, I wouldn't. I really don't think that they care. In the past it was always
Thomson's policy to never employ anyone who had done any kind of travel course.
This was 10-15 years ago and I don't know whether this has changed now, but these
companies feel that they don't need the academic sector, because they will do what
they like and the academic sector may analyse it but they certainly don't want the
academic sector involved in the rights and wrongs of what they are doing. And what
you find is that the academic sector and in many ways the political sector, because
these companies have not really involved themselves will surprise the big companies
one day because there are certain things that they are deciding on without their co-
operation which will become law and then the large companies will become wrong
footed. They really do feel that their power is absolute and it has been proved. It
depends how you look at the results of the MMC, as far as I was concerned it found
them guilty on all counts, but did nothing to stop it, so they just carried on, the
government said nothing to them, there has been no action on the transparency issue
for a year and a half and they obviously feel that they are in an unassailable position
and they have a very short term view point. Now that they are publicly quoted all
they are concerned about is their returns, it is very short term. They don't want to put
any type of millstone around their necks in terms of environmental policy that would
put the price up, they just don't want it and they don't want contact with the academic
sector because they are not interested in any of the moral issues which may be coming
out, and that is why, as far as they are concerned the academic sector is sponging off
what they are doing.
The smaller companies like yourself, that you feel are taking responsibility in the
destination, how can you act to improve things?
Well, we know what to do, but we just don't have the resources. We have quite a few
environmental issues, we pay money to help clean the local place, we do beach
cleaning, we send out people who take clients on walks, we do a lot of things. But the
money that we have got to support even these initiatives is very limited and we
haven't got what it takes. The big ones certainly have, but they chose not to do it,
because it is an added expense. We try.
How do your customers respond in terms of responsibility? From the prices I
assume that they are an educated and informed set, so in terms of keeping the
damage down, can they be charged with any responsibility?
I don't know, they will go to a place, they want a quiet, unspoiled place with
character, which is what they want. If you look at our questionnaires, then you will
see that no-one books with us because of our environmental policies, only about 8%
will say that they even look at what we do in order to book with us. Let us say that
the real figure is higher than that because they are all looking for a destination that
hasn't been trashed by the large operators. So I think that it is the way you put the
question. Whether they put anything back into the destination is hard to say. They
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will certainly leave a lot of money in the destination, they will eat in the restaurant,
they will spend money on hiring cars, excursions - so this kind of client per capita is
far more valuable, because of you have a cheaper customer the difficulty that you
have is that as a host country you are not generating enough money to maintain your
infrastructure. You then get into a vicious downward cycle. There are various
initiatives now Green Globe are going to set a standard for tour operators and I
believe that we are going to be the guinea pigs when they begin it, which I am quite
keen to do. But I have been going to conferences on responsible tourism for years,
and there is never any other tour operator. There is no one from the industry, they
don't...
Side B
I think then that you get into the whole area of eco-labelling, and I think that there are
too many schemes running. We want one, we certainly want one per country and it
would help if we had one European wide. So as an operator if you had that symbol,
then people would recognise you as a professional outfit. And I am talking about
IOS, those are meaningless because they just look at your bureaucratic set up and that
is not what we want, we want something that are going to set the standards that which
we are going to aspire to rather than.. .and there is all sorts of eco-labelling schemes
there is 30 or 40 and the difficulty with these is that they have got to be almost non-
profit based. You cannot have a company that is making a lot of money out of
registering tour operators, it is very difficult, it is a very difficult problem. But if we
had one then it would be a beginning because then we would go to a hotel and say
"you don't comply with what our standards are and so we can't use you" and that
would then force the hotelier to raise his standards, but we would all have to be in it
because if one company wasn't in it and got a lower price because he didn't care, and
the public doesn't really mind because the price is low, then this destroys the whole
thing and so this is why it is so difficult to set the whole thing up. It will only work,
when the top 3 or 4 companies, or whatever we are going to end up with here, all
decide to go for one scheme and once they are in it and they are seen to be adhering to
it then it will pull the whole industry in. But at the moment, I really don't think that
much has happened and I don't feel that the large companies think there is a problem
anyway.
So you feel that is going to have to come from the top from the tour operators
rather than from the consumers pushing the tour operator in to it. Where is the
impetus going to come from?
Again, I don't know whether the consumer is going to push at all. One of the major
gripes that I have had with the national press is that the environment has gone off the
boil, as far as they are concerned, it is not big news, which is a pity. And what
education is being given from the bottom up I don't know. Certainly the people who
are now in the universities are getting the message know a hell of a lot more about it
than I would as a tour operator, or my generation would. Whether when they are in
the tour operation industry they have the guts to do anything about it is another thing.
Because if you look at what is being, when I sit on committees with Thomson and
others, then they will only consider an initiative if it is going to make them money.
They wont consider an initiative if it is going to cost them money, and we know that
the only way to get things right is that we have to pay to get things right, there is no
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guarantee that you are going to be earning money from it, but we have got this
problem. What they chose to do has to have good PR, must bring them publicity,
must bring them bookings, must do this, must do that, it is very shallow.
Do you feel that there would be a marketing advantage from something like an
eco-label?
It is the only way that you can do it, it is the only way that you can get them
interested, but in order to get the marketing advantage, I almost think that you have to
have government imposing it on the industry. Although I wouldn't like any more
government control, I really don't see any other way. If you leave an industry to its
own devises it will just destroy its very product for short-term gain. I come from
Cyprus, I like to go on holiday to Cyprus so I don't like to see Cyprus ruined.
Crossland comes from England, he doesn't go on holiday to Cyprus, so what his
company does to Cyprus and how it behaves is immaterial, he probably wouldn't like
it if he got a whole load of Airtours clients next door to where he is living. So the
motives to getting things right aren't there if you leave it to the industry itself.
But that then is presumably the destinations own government who has to take
responsibility.
The destination has got to take the decision, but the destinations are unfortunately
behoven to the large tour operators and are afraid of offending them. And when
Thomson or Brittania were running unlicensed charters to Cyprus or seat only to a lot
of its clientele the Cyprus government imposed many thousands in fees, they have
never collected those fees, but I can tell you that if I had done that then they would be
leaning on me to pay, but because it was Thomson they have never done anything
about it. That applies to all the big airlines, nothing was ever done. And if you turn
around to Thomson and say "if you are going to come to Cyprus then this is how we
expect you to behave" and the chances are that Thomson would turn around and say
that it is only 170,000 people out of 4.5million, what do I care. How much revenue
am I earning from you when I have Spain and Portugal and whatever, so those
countries are in difficulty as well because if the whole company withdraws then how
are they going to fill the beds, all the hoteliers will start squealing, the local handling
agents will start squealing. And if technically you can say that 25% of the Cyprus
economy relies on tourism then Thomson and Airtours or the 3 large tour operators,
then you can say control the Cyprus economy. It is as simple as that with 750,000
people out of the 2 million tourists, then there is an enormous hole in that country,
they do what they like.
So where is the solution coming from? Who is going to take responsibility for
this situation?
Well, I don't know. In many ways I despair because I don't see it coming from the
English government, the European Commission seems to prefer several very large
operators, that seems to be the policy coming through. They do a lot of talking about
how they want to support small and medium sized enterprises, but the fact is that they
don't, they would like to see a certain number of very large players, so I don't see
any dramatic improvement unless the general education of the people, unless there is
some natural disaster.
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Some sort of tourism equivalent of the GM foods?
That is right, exactly. Sooner or later that is going to happen, you saw it happen in the
Dominican Republic, that gave them all a shock. They pumped people and they
pumped people, filling their aircraft and then suddenly they realised that their
infrastructure couldn't cope with all these people, all the problems began to emerge
and suddenly they all withdrew. So they left that country stranded after having
created the problem, now if you speak to the big operators, they will tell you that it is
the host country's responsibility. I don't agree with that, I have the view that it is also
our responsibility. And then you get in to all sorts of problems with people saying,
"who are we to determine what is happening in the Dominican Republic" well if they
want tourism from here then they must understand the experience of northern
European tourism, they have to allow themselves to be advised because you can give
Goa, Spain, Greece, Cyprus, Turkey, all of these examples where the large tour
operators have squeezed and moved on or whatever, so it does take a crisis in order to
wake people up to the fact.
Last thing that I wanted to look at was these measures, to see whether these are
issues that your customers are interested in and then to see who would be in the
best position to monitor?
So the first one is air quality. If there was poor air quality then presumably your
customers would complain about that?
Yes,
Similarly with water quality?
How are you intending to use these or once these are measured what are you
intending to say?
We want to develop in a perfect world what would show us whether a company
was moving towards or away from sustainability. So now I am looking to get
industry opinion on what their customers are actually interested in. Which of
these could be measured by you as a company or by the local authority or
whoever?
I think that they are all issues but whether the tourist thinks of them as issues I don't
know. If you take air quality, then you get a lot of bad publicity about Athens, but I
am not sure that Athens has got poor air. If you are say then that you are going in
some way to publish a league of air pollution then it would create difficulties, and if
you said that this company doesn't go to Athens because of poor air quality and that is
a good thing then you will get all sorts of political problems. Measure of water
quality and quantity, there is hardly any water in Cyprus, but the tourist has always
been immune because they have always made sure that the tourist has plenty of water
and the rest of the population is put on a couple of hours per day. Also if you look at
Magaluf where you just can't drink the water, then that has made no difference to
Magalufs tourism.
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No, but do you think that with your customers if they were aware that if water
was being pulled away from the locals to provide for them, then that would be
something that they would be concerned of, or would they just say that tough
luck for them?
Some would be concerned, but then would I want them to be concerned. We are
suffering a lot more than the big operators with what is happening in Kosovo because
our clientele is a lot more thinking clientele and they are not going to Corfu. Or they
don't feel like travelling because there is a war, and I am suffering because of it. So
what good would it be to be if there was a measure of water quality at Magaluf for
instance because then I would lose bookings. Noise pollution is a real problem for us
in our market because they all want places that aren't noisy. 90% of the market wants
plenty of noise and things to do, our market doesn't. It is a real problem and we
always look for places that are quiet, but they could be within noisy overall areas. So
again if you measure noise pollution in a particular place then it may put people off
even though we have accommodation in a quiet place, which gives them access to
that.
So for instance, if someone was going for a quiet holiday and were under the
impression that the holidays you were selling were in quiet locations and there
was somewhere noisy nearby, obviously you run the risk of them being a
dissatisfied customer if it has been noisy. So would it not be better to inform
them of this possibility of noise before they go, rather than risk their displeasure
when they come back?
Well, reads from brochure, "noise is particularly bad everywhere even in quiet areas
during the peak weeks from the end of July to the end of August, reaching its peak
over the Greek holiday weekend, in high season discos spring up from even the
smallest seaside village, Tavernas, bars and restaurants play music late in to the night
and traffic is heavy everywhere. Please note that during this season there is no island,
seaside resort or village in which we can guarantee peace and quiet". We say that.
And it goes against us. There is a lot of lies told by this industry and if you try what
we do then it works against you. Too honest and you pay the price commercially, it is
a very difficult thing.
And what is the customer reaction? I presume that not everybody reads to the
back page of the brochure, but do you have people phone up then and say that
they have just read page p100+.
Yes, we do. It says that "if you think noise could be a major problem then we
recommend that you avoid the peak season, read the brochure carefully and avoid
properties on a road, taverna or harbour". I cant put it on the front page, but our
customers are fairly well educated and are good readers so they will read, and they
will say that yes I have read, but I have got children and I have got to go then, where
would you suggest. We know, but it is very difficult. We will look at a property
which in another operators brochure and we will look at the photo and we will look at
the brochure, and we will think that it cant be ..., but it sounds much better and they
get a lot of bookings. It is a real dilemma. We have a lot of properties which we
know are a problem because they are next to a road and there is a quarry open and
there are trucks rumbling along, and the owner says that I don't want you to mention
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the lorries, and we say that it is very difficult because otherwise our clients will say
that it isn't straight or it isn't proper ****** behaviour. And we may loose the
property and it goes to someone else who makes no mention of the road.
But presumably your retention of customers is high.
Yes, it is high. So noise is one of our biggest problem, because if you are coming
from outlying village areas in England, then you have no conception of what noise is
like in Greece. The windows are all open, they use mopeds, they speak loudly, they
argue, there is dust, and it is difficult to get that across.
Energy. Presumably that follows the same pattern as the water, with energy
being taken away from the locals?
Well again, what I would like to happen, is I would like that used and the resort told
that you have got 3 years, in which to make progress on this because in 3 years time
this is what we are going to do with this information and if you are in this list then it is
not going to do you any good.
But that would require the local destination taking steps like that?
Well, sooner or later they will have to. They must understand that if they want to be
in this business long term then they have got to invest in it. I would like to know what
percentage each golf course uses, that is a real problem. "If you want up market
tourists then we have got to have golf courses". Do you really want the
Americanisation of every destination in Europe, because that is what they all want?
They think that they have got to have a theme park and golf courses because that is
what everyone wants. Employment is a problem, the locals employed in tourism. We
employ reps, we have probably got about 40 in one way or another, we are very
reluctant to take on local girls and the reason is because you are in a service industry,
and if a client rings you up at midnight then you have to go and solve the problem, so
if the phone rings and the local girl is in bed with her husband then the husband is not
going to take very kindly to that and he will ring us up to say that he doesn't want his
wife used as a slave. You then find that all the locals are in some way related to the
local hoteliers, so if you have a problem then you can never get the true story because
the hotelier is her uncle, it is very difficult. They also don't understand the mentality
of our clients, what we need is someone who loves Greece, maybe has a Greek
boyfriend, is maybe in her late to mid 30's but is English. So when the customer says
that they don't particularly like putting the toilet paper in the bin, then they will
explain why. Rather than "well I am Greek and if you don't like Greece then don't
bother to come here". And that is the difficulty that you get, they may be fine in some
jobs, they may be fine in guiding or whatever, but there are jobs that we just cannot
afford to have locals in, and that is a big stumbling block when you speak to Tourism
Concern or others who are eco-warriors and you just say well look "I don't mind, but
my clientele minds" they are not tour operators so they don't know the problems
involved and they don't have to face the problems. Although I certainly think that as
far as possible we don't use international chains, because we want the money to stay
in the place and we would never feature an all-inclusive resort again on principle. I
will tell you exactly what happens in international hotels, there is a hotel in Armenia,
we are the only operator who goes to Armenia and there is hotel #1 and #2, and they
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have just been taken over by Marriott, and we were getting a particular rate from this
hotel and we knew what the staff were getting paid because we have a lot of
Armenian connections. Well Marriott have gone in and doubled the price to the
consumer, but nothing else has changed and so they are making super profit, you
cannot justify one of these large hotels in Budapest or wherever charging the same
rates as they would for accommodation as they do in London or Paris. That is
criminal. So that is a problem. You cannot justify an all-inclusive hotel in Cyprus
where the all-inclusive is run by LUI, (LUI is the biggest hotel and cruise group in
Cyprus), LUI represents Thomson. Thomson sells the all-inclusive package, the
client gets to the airport he is taken by LUI coach to a LUI hotel, the food and
everything is arranged by LUI and the money is not evenly spread. They will say
about the people they employ, well double the number of people would be employed
if it wasn't one big organisation. So tourism means that everyone benefits and I think
that is very important.
So for the employment and the financial leakages?
Yes, but that employment is difficult.
Staff training and obviously customer satisfaction. You do the AITO
questionnaires.
Yes we do, they are not really environmentally linked and I can tell you that none of
our staff really have environmental training. I would like to do a lot more, but we just
don't have the resources to do it. We don't make enough money and that is the basic
problem with this industry, none of us are making enough money to do what we want
to do, so we do lots of half measures, but you never get round to doing it. And the
ones that are making lots of money don't want to spend it on anything so mundane.
Social impacts, numbers of crime. Has that been something that you have seen
once you have gone into an area?
Crime, oh yes. Over a period of time you can see that. You go to Aya Napa. I got
into a lot of hot water, you remember when the squaddies killed the Danish tour rep
and everyone was up in arms and I gave an interview to a paper I said that well, I
don't think that you can put the blame entirely on the British forces in Cyprus, your
whole economic dependence in Aya Napa relies very heavily on providing a
multitude of bars and clubs. If you are in that market then you have to bear the
consequences from being in that market. You are making a lot of money from it, you
will find that if you ask the individual bar owners then they certainly don't want to
ban the squaddies from coming to Aya Napa, if you ban the squaddies, who are no
better or no worse than those that go to Aya Napa anyway, then you are going to be
depriving that market of their prime market and what that area is set up to do. And
you accept the odd murder, the beatings and the rapes, that is part and parcel of the
culture that you have created. They are making money from it, how can they
complain about it. So from that point of view the creation of these ghettoes is a joint
effort between the tour operator sending a particular type of client and the locals who
are making money about it. About 5 years ago I remember having a meeting with all
the big companies, the then director of the Greek Tourist office here and we were
discussing...
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Tape Two
One of these days there will be a problem in one of these places and there will be a
riot and it will get out of hand and the locals wont be able to control it. But they
shouldn't be surprised the tour operators are making lots of money out of it, the locals
are selling lots of booze so they all carry on and do it. If I turn around and say that I
wont do it, then they will say well who are you when you represent such a small
percent of the market.
Next one is change in the local culture. Presumably you have seen that, as much
as by the previous one of the crime?
Yes, exactly, it does change. The Hamburger culture which is sweeping everything I
find very depressing, it is unstoppable. They all think that is what everyone wants
and again everyone looks at it from his own standpoint from his own market. I think
it is very bad and the long term effects will be disastrous, but who are you to say that
the whole of Europe and the world are not going to become Americanised, because
that is what everyone wants, that is their dream. It is not my dream but it is obviously
a lot of peoples dream and a lot of people are making money out of it. In Cyprus we
have the Kebab, the best quick snack that you can have. but McDonalds is coming in
and if you eat at McDonalds then there are queues. And it is driven by the local
people not imposed. So I often think that we are crying in the wind.
But generally do you think that it will take something for the destinations, and
that they are the best placed, to take responsibility?
It must happen, they will impose a lot of it from Brussels and they will do it without
industry participation because Brussels is just churning on, it is academics leading it.
I have been to a few think tanks in Brussels on tourism and some of the things that are
going to be coming out of Brussels in the next few years are going to give the industry
a real shock. And the industry is half asleep. And they will come out, mostly led by
German academics who seem to have a lot of impact over there. Three years I was on
something over there and they were discussing the total banning of flying across
Europe from Scotland to Europe, because they considered that it was no longer
necessary to fly they wanted to extend the rail network so that everything was done by
rail. And this was a serious consideration which was accompanied by stacks of
research. The other one was making people take their holidays near where they live.
Another one was that on your ferry ticket you would have a CO2 emission charge and
that money would be collected by the ferry company. The other one which is now
getting out is a charge for every destination as to the environmental impact that the
individual has. So we as tour operators, if you were going to Brighton we would
charge £3 lets say for the damage that your client was causing. If you were going to
Gallapagos or Venice then it would run to the hundreds so that your footsteps in
Gallapagos would be taxed by us at source before you went and there was then
discussion that the tax could exceed the cost of the holiday, and these were all serious
considerations, which have very serious backing from very serious academics in
Europe and the tour industry hasn't even thought about it and I think like the Duty
Free then it is going to come in whether we like it or not, and we wont be able to stop
it. I think that is certainly on the way.
Well thank you for that it has been very interesting.
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UNIVERSITY OF SURREY CONSUMER RESEARCH
This survey is part of research into the use of "green product information" by consumers.
Section One asks about your use of green product information_ at home.
An example of green product information could be anything from a "fair trade" sticker on a packet
of coffee through to a more detailed statement of the environmental properties of a holiday.
1. When purchasing day to day products, does green product information influence your decision?
O Yes, always	 0 Yes, sometimes	 0 No, not usually	 0 No, never
2. Would you like to see more day to day products with green product information on?
O Yes, always	 0 Yes, sometimes	 0 No, not usually	 0 No, never
3. Have you purchased any consumer magazine (e.g. "Which") in the last six months?
O Yes	 0 No
4. Have you watched any consumer affairs TV programme (e.g. "Watchdog") in the last six months?
O Yes	 0 No
5. Are you a member of any of the following groups? Please tick as many as are applicable.
O National Trust	 0 RSPB	 0 Tourism Concern 0 GreenPeace
O WWF	 0 Friends of the Earth 0 Ramblers Association
Other (please specify) 	
-
Section Two asks about your use of green product inform ion with regard to your holidays. 
The term "environment" is used in its widest sense throughout this section to include not just the
natural environment but also the man made environment, society, culture and the economy.
6. Before going on holiday, or once you are on holiday, do you look for information about the
environment in your intended destination?
O Yes, always	 0 Yes, sometimes	 0 No, not usually	 0 No, never
IF YOU ANSWERED "YES" TO Q6 PLEASE CONTINUE WITH Q7.
IF YOU ANSWERED "NO" TO Q6, PLEASE TURNOVER TO Q11
7. When do you seek environmental information about a destination?
O Prior to booking 0 Prior to departure	 0 After arrival
8. Where do you seek this environmental information from? Please tick as many as are applicable.
O Travel agent	 0 TV Programmes	 0 Travel books	 0 Internet
O Newspapers	 0 Friends & Family	 0 Tour reps	 0 Staff at the resort
Other (please specify)	
9. Does this environmental information influence your choice of holidays?
O Yes, always	 0 Yes, sometimes	 0 No, not usually	 0 No, never
10. Do you think it is easy to find the environmental information on a destination?
O Yes, always	 0 Yes, sometimes	 0 No, not usually	 0 No, never
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11. Do you feel that you currently receive too much environmental information about your holidays?
O Yes, always	 0 Yes, sometimes	 0 No, not usually	 0 No, never
12. Whose responsibility do you think it is to provide environmental information about your holidays?
O Tour operator	 0 Travel Agent	 0 Resort Owners	 0 You, the tourist
O Destination Government	 0 No one's responsibility
Other (please specify)
	
13. What topics relating to your holidays are you normally interested to know about?
Section Three asks what issues you would like to know about your holidays. 
14. Holiday information can be supplied on a range of issues.
Place a "1" next to the issue that you would be most interested to know about, "2" next to the issue
you are second most interested in and so on through to "8" for the issue you are least interested in.
If you are not interested in an issue, then please leave the corresponding box blank.
O Impact of tourism on the physical	 0 Financial benefits of tourism in the destination
environment at the destination
O Energy consumption & waste caused
by your tourism facilities
O Level of tourism-related staff training
O Management policies at the destination
on impact caused by tourism
O Employment of locals/non-locals, males/females in
the tourism destination
o Impact of tourism on the local people and culture
o If an Environmental Impact Assessment has been
conducted on your tourism facilities
15. If this information were available, how much would you use it to help choose your holiday?
O A lot	 0 A little	 0 Not at all
16. Are there any other issues not listed above, that you would use to help choose your holiday?
Section Four asks demographic questions to ensure adequate representation. 
17. Which age category are you in?
0 16-24 0 25-34 0 35-44
0 45-54 0 55-64 0 65+
18. Are you...? 0 Male 0 Female
19. What is your occupation? 	
20. Which of the following education qualifications do you have? Please tick as many as are applicable
O GCSE/0 Level	 0 A Level	 0 IAND/ND 0 NVQ
O Degree	 0 Postgraduate	 0 Professional qualification
Other (please specify) 	
21. Name and Address (for prize draw only)	
Thank you for your time. Your co-operation is greatly appreciated. Now please return 331
this questionnaire to the box marked "Prize draw entries" at stand number P214
Male/Female?* GREEN CONSUMER INDEX Crosstabulation
GREEN CONSUMER
TotalLowest Mid Highest
Male/Female?
	 Male	 Lount 55 55 63 173
Expected Count 55.2 50.5 67.2 173.0
% within Male/Female? 31.8% 31.8% 36.4% 100.0%
1`/0 within GREEN4B 42.6% 46.6% 40.1% 42.8%
% of Total 13.6% 13.6% 15.6% 42.8%
Residual -.2 4.5 -4.2
Std. Residual
.0 .6 -.5
Female	 Count 74 63 94 231
Expected Count 73.8 67.5 89.8 231.0
% within Male/Female? 32.0% 27.3% 40.7% 100.0%
% within GREEN4B 57.4% 53.4% 59.9% 57.2%
% of Total 18.3% 15.6% 23.3% 57.2%
Residual .2 -4.5 4.2
Std. Residual .0 -.5 .4
Total	 Count 129 118 157 404
Expected Count 129.0 118.0 157.0 404.0
% within Male/Female? 31.9% 29.2% 38.9% 100.0%
% within GREEN4B 100.0% 100.0% 100.0% 100.0%
% of Total 31.9% 29.2% 38.9% 100.0%
Chi-Square Tests
Value df
Asymp.
Sig.
(2-sided)
Pearson Uhl-Square 1.159a 2 .560
Likelihood Ratio 1.157 2 .561
Linear-by-Linear
Association .228 1 .633
N of Valid Cases 404
a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 50.53.
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How old are you?* GREEN CONSUMER INDEX Crosstabulation
GREEN CONSUMER INDEX
TotalLowest Mid Highest
How	 lb-14	 uount 23 17 22 62
Old	 Expected Count
are	 % within Haw oldyou?	 are you?
% within GREEN4B
19.8
371%
17.8%
18.0
27.4%
14.5%
242
35.5%
14.0%
62.0
100.0%
15.4%
% of Total 5.7% 42% 5.5% 15.4%
Residual 3.2 -1.0 -2.2
Std. Residual .7 -.2 -.4
25-34	 Count 55 48 49 152
Expected Count 48.7 44.1 592 152.0
% within How old
are you? 36.2% 31.6% 322% 100.0%
% within GREEN4B 42.6% 41.0% 312% 37.7%
% of Total 13.6% 11.9% 12.2% 37.7%
Residual 6.3 3.9 -102
Std. Residual .9 .6 -1.3
35-44	 Count 25 17 35 77
Expected Count 24.6 22.4 30.0 77.0
% within How old
are you? 32.5% 22.1% 45.5% 100.0%
% within GREEN4B 19.4% 14.5% 22.3% 19.1%
% of Total 6.2% 4.2% 8.7% 19.1%
Residual .4 -5.4 5.0
Std. Residual .1 -1.1 .9
45-54	 Count 15 23 29 67
Expected Count 21.4 19.5 26.1 67.0
% within How old
are you? 22.4% 34.3% 43.3% 100.0%
% within GREEN4B 11.6% 19.7% 18.5% 16.6%
% of Total 3.7% 5.7% 7.2% 16.6%
Residual -6.4 3.5 2.9
Std. Residual -1.4 .8 .6
55-64	 Count 11 12 22 45
Expected Count 14.4 13.1 17.5 45.0
% within How old
are you? 24.4% 26.7% 48.9% 100.0%
% within GREEN4B 8.5% 10.3% 14.0% 11.2%
% of Total 2.7% 3.0% 5.5% 11.2%
Residual -3.4 -1.1 4.5
Std. Residual -.9 -.3 1.1
Total	 Count 129 117 157 403
Expected Count 129.0 117.0 157.0 403.0
% within How old
are you? 32.0% 29.0% 39.0% 100.0%
% within GREEN4B 100.0% 100.0% 100.0% 100.0%
% of Total 32.0% 29.0% 39.0% _ 100.0%
Chi-Square Tests
Value df
Asymp.
Sig.
(2-sided)
Pearson Uhl-Square 10.738a 8 .217
Likelihood Ratio 11.033 8 .200
Linear-by-Linear
Association 6.319 1 .012
N of Valid Cases 403
a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 13.06.
Page 333
Appendix Thirteen
Does Green Info. influence your decision?* Male/Female? Crosstabulation
Male/Female?
TotalMale Female
Does Lireen Yes, always (Aunt 10- 20 30
info. influence
your decision?
Expected Count
I% within Does Green info.
influence your decision?
12.8
33.3%
17.2
66.7%
30.0
100.0%
% within Male/Female? 5.8% 8.6% 7.4%
% of Total 2.5% 4.9% 7.4%
Residual
-2.8 2.8
Std. Residual
-.8 .7
Yes, sometimes Count 106 166 272
Expected Count 115.9 156.1 272.0
% within Does Green info.
influence your decision? 39.0% 61.0% 100.0%
% within Male/Female? 61.3% 71.2% 67.0%
% of Total 26.1% 40.9% 67.0%
Residual
-9.9 9.9
Std. Residual -.9 .8
No, not usually Count 45 38 83
Expected Count 35.4 47.6 83.0
% within Does Green info.
influence your decision? 54.2% 45.8% 100.0%
% within Male/Female? 26.0% 16.3% 20.4%
% of Total 11.1% 9.4% 20.4%
Residual 9.6 -9.6
Std. Residual 1.6 -1.4
No, Never Count 12 9 21
Expected Count 8.9 12.1 21.0
% within Does Green info.
influence your decision? 57.1% 42.9% 100.0%
°A within Male/Female? 6.9% 3.9% 5.2%
% of Total 3.0% 2.2% 5.2%
Residual 3.1 -3.1
Std. Residual 1.0 -.9
Total Count 173 233 406
Expected Count 173.0 233.0 406.0
% within Does Green info.
influence your decision? 42.6% 57.4% 100.0%
% within Male/Female? 100.0% 100.0% 100.0%
% of Total 42.6% 57.4% 100.0%
Chi-Square Tests
Value df
Asymp.
Sig.
(2-sided)
Pearson Cni-Square -, 8.915a 3 imuumui,,,030 ,
Likelihood Ratio 8.864 3 .031
Linear-by-Linear
Association 8.005 1 .005
N of Valid Cases 406
a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 8.95.
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EDUC * GREEN CONSUMER INDEX Crosstabulation
GREEN CONSUMER INDEX
TotalLowest Mid Highest
ELM;	 .00	 Count 3 3 7 13
Expected Count 4.1 3.8 5.1 13.0
% within EDUC 23.1% 23.1% 53.8% 100.0%
% within GREEN4B 2.3% 2.6% 4.5% 3.2%
% of Total .7% .7% 1.7% 3.2%
Residual
-1.1 -.8 1.9
Std. Residual
-.6 -.4 .9
1.00	 Count 33 23 22 78
Expected Count 24.9 22.8 30.3 78.0
% within EDUC 42.3% 29.5% 28.2% 100.0%
% within GREEN4B 25.8% 19.7% 14.1% 19.5%
% of Total 8.2% 5.7% 5.5% 19.5%
Residual 8.1 .2 -8.3
Std. Residual 1.6 .1 -1.5
2.00	 Count 24 25 31 80
Expected Count 25.5 23.3 31.1 80.0
% within EDUC 30.0% 31.3% 38.8% 100.0%
% within GREEN4B 18.8% 21.4% 19.9% 20.0%
% of Total 6.0% 6.2% 7.7% 20.0%
Residual
-1.5 1.7 -.1
Std. Residual
-.3 .3 .0
3.00	 Count 45 30 61 136
Expected Count 43.4 39.7 52.9 136.0
% within EDUC 33.1% 22.1% 44.9% 100.0%
% within GREEN4B 35.2% 25.6% 39.1% 33.9%
°A, of Total 11.2% 7.5% 15.2% 33.9%
Residual 1.6 -9.7 8.1
Std. Residual .2 -1.5 1.1
4.00	 Count 19 23 24 66
Expected Count 21.1 19.3 25.7 66.0
°Alwithin EDUC 28.8% 34.8% 36.4% 100.0%
% within GREEN4B 14.8% 19.7% 15.4% 16.5%
% of Total 4.7% 5.7% 6.0% 16.5%
Residual -2.1 3.7 -1.7
Std. Residual -.5 .9 -.3
5.00	 Count 3 13 11 27
Expected Count 8.6 7.9 10.5 27.0
% within EDUC 11.1% 48.1% 40.7% 100.0%
% within GREEN4B 2.3% 11.1% 7.1% 6.7%
% of Total .7% 3.2% 2.7% 6.7%
Residual
-5.6 5.1 .5
Std. Residual
-1.9 1.8 .2
6.00	 Count 1 0 0 1
Expected Count
.3 .3 .4 1.0
% within EDUC 100.0% .0% .0% 100.0%
% within GREEN4B .8% .0% .0% .2%
% of Total .2% .0% .0% .2%
Residual .7 -.3 -.4
Std. Residual 1.2 -.5 -.6
Total	 Count 128 117 156 401
Expected Count 128.0 117.0 156.0 401.0
% within EDUC 31.9% 29.2% 38.9% 100.0%
% within GREEN4B 100.0% 100.0% 100.0% 100.0%
% of Total 31.9% 29.2% 38.9% 100.0%
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Chi-Square Tests
Value df
Asymp.
Sig.
(2-sided)
I. Vearson cro-squa .,, 20.2224 12 063Aareaadabisiz—	 ,
Likelihood Ratio 21.154 12 .048
Linear-by-Linear
Association 2.234 1 .135
N of Valid Cases 401
a. 5 cells (23.8%) have expected count less than 5. The minimum expected count is .29.
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GREEN CONSUMER INDEX* Do you look for env. Info? Crosstabulation
Do you look for env. info?
yes.
always
Yes.
sometimes
no. not
usually
GREEN CONSUMER Lowest Count 32 47 41
INDEX Expected Count 44.6 56.7 242
% within GREEN4B 24.8% 36A% 31_
% within Do you
look for env. info? 22.9% 26_4% 53.*
% of Total 7.9% 11_6% 101%
Residual
-12.6 -9.7 16.8
Std. Residual
-1.9 -1.3 3_4
Mid Count 36 60 22
Expected Count 41.1 52_3 22.3
% within GREEN4B 30.3% 50.4% 18_5
% within Do you
look for env. info? 25.7% 33.7% 28.9%
% of Total 8.9% 14.8% 5.4%
Residual
-5.1 7.7 -.3
Std. Residual
-.8 1.1 -1
Highest Count 72 71 13
Expected Count 54.3 69.0 29.5
% within GREEN4B 45.9% 45.2% 8.3%
% within Do you
look for env. info? 51.4% 39.9% 17.1%
% of Total 17.8% 17.5% 32%
Residual 17.7 2.0 -16.5
Std. Residual 2.4 .2 -3.0
Total Count 140 178 76
Expected Count 140.0 178.0 76.0
% within GREEN4B 34.6% 44.0% 18.8%
% within Do you
look for env. info? 100.0% 100.0% 100.0%
_
% of Total 34.6% 44.0% 18.8%
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GREEN CONSUMER INDEX * Do you look for env. Info? Crosstabulation
130 you
Total
look Or
no, never
GREEN L;UNSUMER Lowest (Aunt 9 129
INDEX Expected Count 3.5 129.0
°if, within GREEN4B 7.0% 100.0%
% within Do you
look for env. info? 81.8% 31.9%
% of Total 2.2% 31.9%
Residual 5.5
Std. Residual 2.9
Mid Count 1 119
Expected Count 3.2 119.0
% within GREEN4B .8% 100.0%
% within Do you
look for env. info? 9.1% 29.4%
% of Total .2% 29.4%
Residual
-2.2
Std. Residual -1.2
Highest Count 1 157
Expected Count 4.3 157.0
% within GREEN4B .6% 100.0%
% within Do you
look for env. info? 9.1% 38.8%
% of Total .2% 38.8%
Residual -3.3
Std. Residual
-1.6
Total Count 11 405
Expected Count 11.0 405.0
% within GREEN4B 2.7% 100.0%
% within Do you
look for env. info? 100.0% 100.0%
% of Total 2.7% 100.0%
Chi-Square Tests
Value df
Asymp.
Sig.
(2-sided)
Pearson unt-square	 , 46.352a 6 000Agisulairalig	,
Likelihood Ratio 45.778 6 .000
Linear-by-Linear
Association 36.587 1 .000
N of Valid Cases 405
a. 3 cells (25.0%) have expected count less than 5. The minimum expected count is 3.23.
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Do you look for env. info?* Does this env.info influence your holiday choice? Crosstabulation
Does this env.into intluence your holiday
yes, always
ch9g7"----
sometimes
no, not
usually
Do you yes, always Count 40 89 10
look for Expected Count 19.7 96.3 22.8
env. info? % within Do you look
for env. info? 28.6% 63.6% 7.1%
% within Does this
env.info influence
your holiday choice?
88.9% 40.5% 19.2%
% of Total 12.5% 27.8% 3.1%
yes, sometimes Count 5 130 40
Expected Count 24.9 121.7 28.8
% within Do you look
for env. info? 2.8% 73.4% 22.6%
% within Does this
env.info influence
your holiday choice?
11.1% 59.1% 76.9%
% of Total 1.6% 40.6% 12.5%
no, not usually Count 0 1 1
Expected Count
.3 1.4 .3
% within Do you look
for env. info? .0% 50.0% 50.0%
% within Does this
env.info influence
your holiday choice?
.0% .5% 1.9%
% of Total .0% .3% .3%
no, never Count 0 0 1
Expected Count .1 .7 .2
% within Do you look
for env. info? .0% .0% 100.0%
% within Does this
env.info influence
your holiday choice?
.0%
.0% 1.9%
% of Total .0% .0% .3%
Total Count 45 220 52
Expected Count 45.0 220.0 52.0
% within Do you look
for env. info? 14.1% 68.8% 16.3%
% within Does this
env.info influence
your holiday choice?
100.0% 100.0% 100.0%
% of Total 14.1% 68.8% 16.3%
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Do you look for env. Info?* Does this env.info influence your holiday choice? Crosstabulation
Does this
Total
env. n o
no, never
Do you yes, always Count 1 140
look for Expected Count 1.3 140.0
env. info? % within Do you look
for env. info? .7% 100.0%
% within Does this
env.info influence
your holiday choice?
33.3% 43.8%
% of Total .3% 43.8%
yes, sometimes Count 2 177
Expected Count 1.7 177.0
% within Do you look
for env. info? 1.1% 100.0%
% within Does this
env.info influence
your holiday choice?
66.7% 55.3%
% of Total .6% 55.3%
no, not usually Count 0 2
Expected Count .0 2.0
% within Do you look
for env. info? .0% 100.0%
% within Does this
env.info influence
your holiday choice?
.0% .6%
% of Total .0% .6%
no, never Count 0 1
Expected Count
.0 1.0
% within Do you look
for env. info? .0% 100.0%
% within Does this
env.info influence
your holiday choice?
.0% .3%
% of Total .0% .3%
Total Count 3 320
Expected Count 3.0 320.0
% within Do you look
for env. info? .9% 100.0%
% within Does this
env.info influence
your holiday choice?
100.0% 100.0%
% of Total .9% 100.0%
Chl-Square Tests
Value df
Asymp. Sig.
(2-sided)
_ Pearson (Mt-Square 56.605a 9 whautik 000 ;
Likelihood Ratio 59.295 9 .000
Linear-by-Linear
Association 44A82 1 .000
N of Valid Cases 320
a. 10 cells (62.5%) have expected count less than 5. The minimum expected count is .01.
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GREEN CONSUMER INDEX* Does this env.info influence your holiday choice? Crosstabulation
Does this env.into influence your
yes,
always
rollday choice,
yes,
sometimes
no, not
usually
GREEN CONSUMER Lowest Count 9 ' 48 19
INDEX Expected Count 11.1 54.2 12.9
% within GREEN4B 11.4% 60.8% 24.1%
% within Does this
env.info influence
your holiday choice?
20.0% 21.9% 36.5%
% of Total 2.8% 15.0% 6.0%
Residual -2.1 -6.2 6.1
Std. Residual
-.6 -.8 1.7
Mid Count 8 67 21
Expected Count 13.5 65.9 15.6
% within GREEN4B 8.3% 69.8% 21.9%
% within Does this
env.info influence
your holiday choice?
17.8% 30.6% 40.4%
% of Total 2.5% 21.0% 6.6%
Residual -5.5 1.1 5.4
Std. Residual
-1.5 .1 1.4
Highest Count 28 104 12
Expected Count 20.3 98.9 23.5
% within GREEN4B 19.4% 72.2% 8.3%
°A) within Does this
env.info influence
your holiday choice?
62.2% 47.5% 23.1%
% of Total 8.8% 32.6% 3.8%
Residual 7.7 5.1 -11.5
Std. Residual 1.7 .5 -2.4
Total Count 45 219 52
Expected Count 45.0 219.0 52.0
% within GREEN4B
c/o within Does this
14.1% 68.7% 16.3%
env.info influence
your holiday choice?
100.0% 100.0% 100.0%
% of Total 14.1% 68.7% 16.3%
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GREEN CONSUMER INDEX* Does this env.info Influence your holiday choice? Crosstabulation
Does this
Total
env. n o
no, never
GREEN UUNSUMER Lowest Uount 3 79
INDEX Expected Count .7 79.0
% within GREEN4B 3.8% 100.0%
% within Does this
env.info influence
your holiday choice?
100.0% 24.8%
% of Total .9% 24.8%
Residual 2.3
Std. Residual 2.6
Mid Count 0 96
Expected Count .9 96.0
% within GREEN4B
c/0 within Does this
.0% 100.0%
env.info influence
your holiday choice?
.0% 30.1%
% of Total .0% 30.1%
Residual -.9
Std. Residual
-1.0
Highest Count 0 144
Expected Count 1.4 144.0
% within GREEN4B .0% 100.0%
% within Does this
env.info influence
your holiday choice?
.0% 45.1%
% of Total .0% 45.1%
Residual
-1.4
Std. Residual
-1.2
Total Count 3 319
Expected Count 3.0 319.0
% within GREEN4B
.9% 100.0%
% within Does this
env.info influence
your holiday choice?
100.0% 100.0%
% of Total .9% 100.0%
Chi-Square Tests
Value df
Asymp.
Sig.
(2-sided)
Pearson uru-square 26.054a 6 .000-3604
Likelihood Ratio 26.134 6 .000
Linear-by-Linear
Association 16.780 1 .000
N of Valid Cases 319
a. 3 cells (25.0%) have expected count less than 5. The minimum expected count is .74.
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Do you look for env. info?* EDUC Crosstabulation
EDUC
GCSE A LEVELS NVQ H ND
Do you	 yes, always	 Count 4 29 28 50
look for	 Expected Count
env. info?	 % within Do you
look for env. info?
% within EDUC
4.5
2.9%
30.8%
27.4
20.7%
36.7%
28.1
20.0%
34.6%
47.2
35.7%
36.8%
% of Total 1.0% 7.2% 6.9% 12.4%
yes, sometimes	 Count 6 28 33 62
Expected Count 5.7 34.5 35.4 59.4
% within Do you
look for env. info?
cYo within EDUC
3.4%
46.2%
15.9%
35.4%
18.8%
40.7%
35.2%
45.6%
% of Total 1.5% 6.9% 8.2% 15.4%
no, not usually	 Count 3 18 18 19
Expected Count 2.4 14.7 15.1 25.3
% within Do you
look for env. info? 4.0% 24.0% 24.0% 25.3%
% within EDUC 23.1% 22.8% 22.2% 14.0%
°A of Total .7% 4.5% 4.5% 4.7%
no, never
	
Count 0 4 2 5
Expected Count .4 2.4 2.4 4.0
% within Do you
look for env. info? .0% 33.3% 16.7% 41.7%
% within EDUC .0% 5.1% 2.5% 3.7%
% of Total .0% 1.0% .5% 1.2%
Total	 Count 13 79 81 136
Expected Count 13.0 79.0 81.0 136.0
% within Do you
look for env. info? 3.2% 19.6% 20.1% 33.7%
% within EDUC 100.0% 100.0% 100.0% 100.0%
% of Total 3.2% 19.6% 20.1% 33.7%
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Do you look for env. info?* EDUC Crosstabulation
EDUC
TotalDEGREE
PG
DEGREE
PROFESS
IONAL
QUALIF
Do you	 yes, aiways	 Uount 22 7 0 140
look for	 Expected Count 22.9 9.4 .3 140.0
env. info?	 % within Do you
look for env. info? 15.7% 5.0% .0% 100.0%
% within EDUC 33.3% 25.9% .0% 34.7%
% of Total 5.5% 1.7% .0% 34.7%
yes, sometimes	 Count 33 14 0 176
Expected Count 28.8 11.8 .4 176.0
c1/0 within Do you
look for env. info? 18.8% 8.0% .0% 100.0%
% within EDUC 50.0% 51.9% .0% 43.7%
% of Total 8.2% 3.5% .0% 43.7%
no, not usually	 Count 10 6 1 75
Expected Count 12.3 5.0 .2 75.0
% within Do you
look for env. info? 13.3% 8.0% 1.3% 100.0%
% within EDUC 15.2% 22.2% 100.0% 18.6%
% of Total 2.5% 1.5% .2% 18.6%
no, never	 Count 1 0 0 12
Expected Count 2.0 .8 .0 12.0
% within Do you
look for env. info? 8.3% .0% .0% 100.0%
% within EDUC 1.5% .0% .0% 3.0%
'1k of Total .2% .0% .0% 3.0%
Total	 Count 66 27 1 403
Expected Count 66.0 27.0 1.0 403.0
% within Do you
look for env. info? 16.4% 6.7% .2% 100.0%
% within EDUC 100.0% 100.0% 100.0% 100.0%
% of Total 16.4% 6.7% .2% 100.0%
Chi-Square Tests
Value df
Asymp. Sig.
(2-sided)
Pearson Uhi-Square 14.6052 18 .689
Likelihood Ratio 14.845 18 .673
Linear-by-Linear
Association .233 1 .630
N of Valid Cases 403
a. 12 cells (42.9%) have expected count less than 5. The minimum expected count is .03.
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Do you look for env. Info? * How old are you? Crosstabulation
How old are you?
16-24 25-34 35-44 45-54
Uo you	 yes, always	 uount 21 50 27 25
look for	 Expected Count 21.4 52.9 26.6 23.2
env. info?
	 % within Do you
look for env. info? 15.0% 35.7% 19.3% 17.9%
% within How old
are you? 33.9% 32.7% 35.1% 37.3%
% of Total 5.2% 12.3% 6.7% 6.2%
yes, sometimes	 Count 25 67 34 29
Expected Count 27.1 66.9 33.7 29.3
% within Do you
look for env. info? 14.1% 37.9% 19.2% 16.4%
% within How old
are you? 40.3% 43.8% 44.2% 43.3%
% of Total 6.2% 16.5% 8.4% 7.2%
no, not usually	 Count 13 32 14 11
Expected Count 11.6 28.7 14.4 12.6
% within Do you
look for env. info? 17.1% 42.1% 18.4% 14.5%
% within How old
are you? 21.0% 20.9% 18.2% 16.4%
% of Total 3.2% 7.9% 3.5% 2.7%
no, never	 Count 3 4 2 2
Expected Count 1.8 4.5 2.3 2.0
% within Do you
look for env. info? 25.0% 33.3% 16.7% 16.7%
% within How old
are you? 4.8% 2.6% 2.6% 3.0%
% of Total .7% 1.0% .5% .5%
Total	 Count 62 153 77 67
Expected Count 62.0 153.0 77.0 67.0
% within Do you
look for env. info? 15.3% 37.8% 19.0% 16.5%
% within How old
are you? 100.0% 100.0% 100.0% 100.0%
% of Total 15.3% 37.8% 19.0% 16.5%
Appendix Thirteen
Do you look for env. Info?* How old are you? Crosstabulation
1-low old
Totalarseoyee
Do you yes, always Count 17 140
look for Expected Count 15.9 140.0
env. info? % within Do you
look for env. info? 12.1% 100.0%
% within How old
are you? 37.0% 34.6%
% of Total 4.2% 34.6%
yes, sometimes Count 22 177
Expected Count 20.1 177.0
°A within Do you
look for env. info? 12.4% 100.0%
% within How old
are you? 47.8% 43.7%
% of Total 5.4% 43.7%
no, not usually Count 6 76
Expected Count 8.6 76.0
% within Do you
look for env. info? 7.9% 100.0%
% within How old
are you? 13.0% 18.8%
% of Total 1.5% 18.8%
no, never Count 1 12
Expected Count 1.4 12.0
% within Do you
look for env. info? 8.3% 100.0%
% within How old
are you? 2.2% 3.0%
cto of Total
.2% 3.0%
Total Count 46 405
Expected Count 46.0 405.0
% within Do you
look for env. info? 11.4% 100.0%
% within How old
are you? 100.0% 100.0%
% of Total 11.4% 100.0%
Chi-Square Tests
Value df
Asymp. Sig.
(2-sided)
Pearson Chi-Square 3.222a 12 .994
Likelihood Ratio 3.200 12 .994
Linear-by-Linear
Association 1.655 1 .198
N of Valid Cases 405
a. 5 cells (25.0%) have expected count less than 5. The minimum expected count is 1.36.
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Do you look for env. Info?* Male/Female? Crosstabulation
Male/Female?
TotalMale Female
Do you yes, always Gount 59 81 140
look for Expected Count 59.7 80.3 140.0
env. info? % within Do you look for
env. info? 42.1% 57.9% 100.0%
% within Male/Female? 34.1% 34.8% 34.5%
% of Total 14.5% 20.0% 34.5%
yes, sometimes Count 77 101 178
Expected Count 75.8 102.2 178.0
% within Do you look for
env. info? 43.3% 56.7% 100.0%
% within Male/Female? 44.5% 43.3% 43.8%
% of Total 19.0% 24.9% 43.8%
no, not usually Count 29 47 76
Expected Count 32.4 43.6 76.0
% within Do you look for
env. info? 38.2% 61.8% 100.0%
')/o within Male/Female? 16.8% 20.2% 18.7%
% of Total 7.1% 11.6% 18.7%
no, never Count 8 4 12
Expected Count 5.1 6.9 12.0
% within Do you look for
env. info? 66.7% 33.3% 100.0%
13/0 within Male/Female? 4.6% 1.7% 3.0%
% of Total 2.0% 1.0% 3.0%
Total Count 173 233 406
Expected Count 173.0 233.0 406.0
% within Do you look for
env. info? 42.6% 57.4% 100.0%
% within Male/Female? 100.0% 100.0% 100.0%
% of Total 42.6% 57.4% 100.0%
Chi-Square Tests
Value df
Asymp. Sig.
(2-sided)
Pearson Uhl-Square 3.4993 3 .321
Likelihood Ratio 3.481 3 .323
Linear-by-Linear
Association .145 1 .703
N of Valid Cases 406
a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 5.11.
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GREEN CONSUMER INDEX * Would you use this info? Crosstabulation
Would you use this info?
TotalA lot A little Not at all
LiRtEN UUNSUMLli	 Lowest	 Uount 19 90 14 123
INDEX	 Expected Count 45.2 72.5 5.3 123.0
% within GREEN4B 15.4% 73.2% 11.4% 100.0%
% within Would you
use this info? 13.2% 39.0% 82.4% 31.4%
% of Total 4.8% 23.0% 3.6% 31.4%
Residual -26.2 17.5 8.7
Std. Residual -3.9 2.1 3.8
Mid	 Count 42 71 2 115
Expected Count 42.2 67.8 5.0 115.0
% within GREEN4B 36.5% 61.7% 1.7% 100.0%
% within Would you
use this info? 29.2% 30.7% 11.8% 29.3%
% of Total 10.7% 18.1% .5% 29.3%
Residual -.2 3.2 -3.0
Std. Residual .0 .4 -1.3
Highest	 Count 83 70 1 154
Expected Count 56.6 90.8 6.7 154.0
% within GREEN4B 53.9% 45.5% .6% 100.0%
% within Would you
use this info? 57.6% 30.3% 5.9% 39.3%
% of Total 21.2% 17.9% .3% 39.3%
Residual 26.4 -20.8 -5.7
Std. Residual 3.5 -2.2 -2.2
Total	 Count 144 231 17 392
Expected Count 144.0 231.0 17.0 392.0
clo within GREEN4B 36.7% 58.9% 4.3% 100.0%
% within Would you
use this info? 100.0% 100.0% 100.0% 100.0%
% of Total 36.7% 58.9% 4.3% 100.0%
Chi-Square Tests
Value df
Asymp.
Sig.
(2-sided)
Pearson Us-bctuare .. 57•3504 4 t.me,"46.._000
Likelihood Ratio 59.026 4 .000
Linear-by-Linear
Association 53 271 1 .000
N of Valid Cases 392
a. 1 cells (11.1%) have expected count less than 5. The minimum expected count is 4.99.
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Do you look for env. info?* Would you use this into? Crosstebutation
Ill	 • NW
rt, 1
tic you
	 yes, always	 Count 70 67 I 0 1137
look for	 Expected Count
env. info?	 % within Do you
look for env, info?
% within Would
you use this info?
% of Total
50.1 ; ri,
Residual
Std. Residual
yes, sometimes	 • n 66 104 ' 1 '4
Expected Count 63.6 102.5 7,9 174,0
% within Do you
look for env. info? 37.9 59.8% 2,3% 1'0'0 0%
% within Would
you use this info? 45,8% 44.8% 22,2% 442%
% of Total 16.8% 26.4% 1.0% 44.2%
Residual 2.4 1.5 4,9
Std. Residual
.3 .2 -1,4
no, not usually	 Count a 56 7 71
Expected Count 25.9 41.8 3.2 71,0
% within Do you
look for env. info? 11.3% 78,9% 9,9% 100,0%
% within Would
you use this info? 5.6% 24.1% 38,9% 18,0%
% of Total 2.0% 14.2% 1,8% 18,0%
Residual
-17.9 14.2 3,8
Std. Residual -3.5 2.2 2,1
no, never	 Count o s 7 12
Expected Count 4.4 7.1 .6 12,0
% within Do you
look for env. info? .0% 41.7% 58.3% 100.0%
% within Would
you use this info? .0% 2.2% 38.9% 3,0%
% of Total .0% 1.3% 1.8% 3.0%
Residual -4.4 -2.1 6.5
Std. Residual -2.1 -.8 8.7
Total	 Count 144 232 18 394
Expected Count 144.0 232.0 18.0 394.0
% within Do you
look for env. info? 36.5% 58.9% 4.6% 100.0%
% within Would
you use this info? 100.0% 100.0% 100,0% 100,0%
% of Total 36.5% 58.9% 4.6% 100.0%
Chi-Square Tests
Value df
Asymp.
Sig.
(2-sided)
Pearson unt-Square
 121.085a 6 kiatmlioatil 000
Likelihood Ratio 81.421 6 .000
Linear-by-Linear
Association 62.134 1 .000
N of Valid Cases 394
a. 3 cells (25.0%) have expected count less than 5. The minimum expected count Is .55.
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Does this env.info influence your holiday choice?* Would you use this info? Crosstabulation
Would you use this info?
A lot A little Not at all Total
Does this env.into	 yes, always	 Count 26 19 45
influence your	 Expected Count
holiday choice? % within Does this
env.info influence
your holiday choice?
19.5
57.8%
24.8
42.2%
.7
.0%
45.0
100.0%
% within Would you
use this info? 19.3% 11.0% .0% 14.4%
% of Total 8.3% 6.1% .0% 14.4%
Residual 6.5 -5.8 -.7
Std. Residual 1.5 -1.2 -.8
yes, sometimes	 Count 104 111 0 215
Expected Count 93.0 118.5 3.4 215.0
% within Does this
env.info influence
your holiday choice?
48.4% 51.6% .0% 100.0%
% within Would you
use this info? 77.0% 64.5% .0% 68.9%
% of Total 33.3% 35.6% .0% 68.9%
Residual 11.0 -7.5 -3.4
Std. Residual 1.1 -.7 -1.9
no, not usually	 Count 5 41 4 50
Expected Count 21.6 27.6 .8 50.0
% within Does this
env.info influence
your holiday choice?
10.0% 82.0% 8.0% 100.0%
% within Would you
use this info? 3.7% 23.8% 80.0% 16.0%
% of Total 1.6% 13.1% 1.3% 16.0%
Residual
-16.6 13.4 3.2
Std. Residual
-3.6 2.6 3.6
no, never	 Count 1 2
Expected Count
.9 1.1 .0 2.0
% within Does this
env.info influence
your holiday choice?
.0% 50.0% 50.0% 100.0%
% within Would you
use this info? .0% .6% 20.0% .6%
% of Total
.0% .3% .3% .6%
Residual
-.9 -.1 1.0
Std. Residual
-.9
-.1 5.4
Total	 Count 135 172 5 312
Expected Count 135.0 172.0 5.0 312.0
% within Does this
env.info influence
your holiday choice?
43.3% 55.1% 1.6% 100.0%
% within Would you
use this info? 100.0% 100.0% 100.0% 100.0%
% of Total 43.3% 55.1% 1.6% 100.0%
Chi-Square Tests
Value df
Asymp.
Sig.(2-sided)
Pearson uni-square 	 - 71.703 6 a000 ,
Likelihood Ratio 50.985 6 .000
Linear-by-Linear
Association 33.347 1 .000
N of Valid Cases 312
VERSITY OF SURREY LIBRARY
a. 6 cells (50.0%) have expected count less than 5. The minimum expected count is .03.
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